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- “FRIENDLY” 


REG. U.S. PAT. OFF 


a prge of information and suggestions fer ve 
Such Sales Increases 
as these Decidedly give you something 


~ perm the very beginning of this 
business, we have been devoted 
to a policy of quality. 

Never have we deviated from our 
traditional policy of building 
“Friendly” Shoes up to astandard, 
not down to a price. 


Here are the consequences! 


During the last quarter of 1933, 
a significant number of the larger 
“‘Friendly”’ dealers showed a very 
material increase in pairage over 
the last quarter of 1932. 


Says one of these dealers, 


A. H. Clark, 
Oklahoma City - 


“‘We have bought nearly double the 
‘Friendly’ Shoes last quarter of 1933 
over 1932, not only a very satisfactory 
increase in pairs, but a substantial increase 
in percentage of net profit. We feel this 






to think about! 





Beautiful ot store Labiche & LeGendre 


New Orleans, 


is due to sticking to a quality product and 
the many advertising helps from the 
factory.”’ 


Says another, 


Labiche & LeGendre, 
New Orleans: 


“We are looking forward to bigger busi- 


ness and greater profits during 1934. We 
will insure this by selling only merchan- 
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dise that will satisfy our trade. Time- 
proved profits and increased business have 
convinced us that nothing can succeed 
like quality merchandise.” 


Says still another, 
Henry B. Levitt & Sons 
of Wichita, Kansas: 


“We have always strongly recommended 
maintenance of quality rather than the 
lowering of quality to maintain a price. 
The public expect the same quality to 
which they have been accustomed, and 
now they expect to pay a reasonable ad- 
vance in price for it. In following our 
policy of maintaining quality we find that 
even with the advance in price, our pair- 
age has been greatly increased.”’ 








He has some real news. 





This package will soon go to all “Friendly” merchants. It contains a 
quick means of producing more sales for ‘‘Friendly’’ Shoes, and does 
not cost you one cent to put it into practice. It costs us thousands of 
dollars to prepare, but it will sell hundreds of additional pairs for you. 
It is exclusive with you “Friendly” dealers. No other shoe manufac- 


turer has it. Watch for it. 


JARMAN SHOE COMPANY — 


As DIVISION OF GENERAL SHOE CORPORATION 


[ 


WATCH FOR THIS MAN A 


Your “Friendly” Representative will be 
around to see you soon. Watch for him. 













NASHVILLE, 








TENNESSEE 





When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the 


N historic assemblage is due to 
gather in Washington March 
5th. It’s the first meeting of duly 
constituted representatives of the 
code authorities. For the first time 
in hisory all major industries will 
send men to Washington, each spe- 
cifically elected to speak for his 
trade. 





These code authorities will back 
the U. S. Chamber of Commerce 
and similar organizations off the 
map. Every man present will have 
the backing of the law behind his 
appointment. What they say can’t 
be tossed off as lobbyists’ propa- 
ganda. 

Watch the show in Congress 
when all of industry’s linen—soiled 
as it may be after the first months 
under NRA—is hung on the line. 
NRA officials have been busy for 
weeks greasing the ways for the 
meeting. They’re determined it 
must stick to agenda designed to 
produce policy changes where le- 
gitimately needed. 

As now planned the industrialists 
will first meet in full session for a 
general discussion of codes and 
their benefits and evils. Then the 
meeting will break up into the seven 
general industrial divisions into 
which NRA has been organized. 
After group discussions of common 
problems it’s planned to have the 


various code authorities designate 
much smaller groups. These will 
team with Division Administrators 
in drawing up future plans based 
on experience to date. 

There may be some decided 
changes in policy by the time the 
convention adjourns. Industry will 
be decidedly articulate during the 


sessions. 
* * * 


OHN L. HARRIS of the Walk- 
Over Shoe Store, 125th Street, 
New York City, says: 

“Seeing is believing but feeling 
is real truth. Besides, good-look- 
ing, seasonable merchandise, which 
readily can be seen, one must give 
that little extra something which is 
felt—which comes by fitting. 

“A few of the things which serv- 
ice accomplishes and in which one 
can find the answer between ‘Wait- 
ing for Trade; and Waiting on 
Trade’ are: 


TN CAN WE HELP_You 2 
“639/ PERL 





“It’s observed and felt, 

“It costs little and creates much, 

“Tt takes a minute or two, but the 
memory of it remains, 

“It enriches those who receive it as 
well as those who give it, 

“It fosters good will. 


“In conclusion, here is a little 
‘something’ which you might pub- 
lish in the Recorver at an oppor- 
tune time like Foot Health Week: 
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TRADE 


“The reason people pass one door 

To patronize another store, 
Is not because the busier place 

Has better shoes, gloves or lace, 
Or cheaper prices: But it lies 

In pleasing words and smiling eyes. 
The only difference, I believe, 

Is in the SERVICE folks receive.” 


(7 GOT_ SOMETHING NEW ? 
Ss 








. b 





ELVILLE KAUFMANN, 
president of the California 

Shoe Retailers Association, says: 
“In the field of fashion merchan- 
dising change and progress have 
been the largest determining factors 
in the development of women’s 
fashion apparel. American mer- 
chants particularly have turned a 
willing ear to the sound of every- 
thing new or novel which might 
have fashion and therefore sales 
appeal. Such a basic change from 
a fairly staple type of retail ap- 
parel business to one replete with 
novelty merchandise has been the 
very life blood of the survival, and, 
in fact, the success of the retail 
trade during the past few years. 
The only permanent value in fact 
that the merchant has found has 

been the permanence of change. 
“The retail shoe business this 
season is being given an opportu- 
nity to capitalize on this basic 
thesis. Not for several years past 
have so many new and interesting 
innovations been presented which 
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have a real fashion appeal and so 


clearly differentiate last year’s from 
this year’s models. 

“In the retail shoe business this 
Spring we mention just a few of 
the many new ideas: Low heeled 
evening, slippers, toeless and heel- 
less sandals, apen shank oxfards, a 
variety of new pressed leathers such 


as tynet, porcupine, sea breeze and 
ripple, the reversal of the usual 
combination on shoes whereby, for 
example, tan makes the body of the 


shoe, and white the toe and heel, 
foxing and heel.” 


* * * 


HE National Association of 

Shoe Wholesalers has issued 
its annual “reminder” to the retail 
shoe dealers of the country urging 
them to immediately place or com- 
plete their orders for Easter season 
merchandise. Their attention is 
called to the fact that Easter is only 
a few weeks away (April 1), and 
that there is always a possibility of 
a shortage of desirable merchan- 
dise for that important season. 

The retailers also are reminded 
that the shoe factories of the coun- 
try everywhere are exceedingly 
busy and that the sooner retailers 
place their orders with the whole- 
salers, the better chance they will 
have of meeting the demands of 


“ec 


their customers “which, from pres- 
ent indications, should be much 
greater than at the Easter season 


] ” 
ast year. 


a SPORT 
ie E E 
H {su 
> LEISUR 


ILL the term “leisure foot- 

wear” supplant the time- 
honored “sport” or “spectator 
sport” terms? The New England 
Shoe and Leather Association, 
through its Style Committee, has 
been looking into this question 
with the result that most of the 
members of the trade who have 
been interviewed appear to think 
that there is a good possibility of 
its permanent adeption. 





USSR 


—s had the pleasure this past week while 
in Washington of sitting in at a Con- 
ference with Alexander Troyanovsky, the 
new Ambassador, Union of Socialist Soviet 
Republics. 

—Mr. Troyanovsky is a very modest and 
sincere gentleman who has the not-so- 
easy task of opening up business relations 
between his country and the United 
States. 

—Soviet Russia with its 170,000,000 people, 
has a standard of living lower than that 
of Western Europe and far fower than 
that of our own country. 

—Russia is in dire need of many of the 
things that we have all too much of, 
and too much capacity for. 

—Yet our cock-eyed old World is so dis- 
located as to its social, economic and 
financial systems, that the “too much” 
of one great country cannot be trans- 
ferred to the “too little” of another 
great country. 

—Some day, in some way, a new system will 
be devised which will permit the neces- 
sities and comforts of life to be more 
accessible to all peoples who are willing 
to do their honest share to create wealth 


and to use wealth as it is intended to 


Sout 6 Toe 


President. 





Miss Mollie F. Hurley of the 
New York Stylists, Inc., in com- 
menting on the subject, says: “The 
term ‘leisure footwear’ is very ap- 
plicable just now. It really in- 
cludes not only sport shoes, but 
some of those that were formerly 
called ‘spectator sport’ shoes.” 

Miss Hurley adds that both of 
these now are worn also for pur- 
poses other than active “sporting” 
or “spectatoring.” The new term, 
however, according to this au- 
thority, is likely to change to some- 
thing else at a future date as a 
result of the changeful times in 
which we are living. 


* * * 


HE State of Missouri, at the 
last session of its legislature, 
passed a % of 1% Missouri Retail 
Occupation Tax (Sales Tax) effec- 


tive January 15, 1934. The impost - 


covers practically every type of 
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service, in addition to a tax on 
Telai) sales, Railroads, bus lines, 
gas, electric, automobiles—are all 
included in the new revenue bill. 
It differs from most acts in that it 
is not designated as a sales tax but 
defines the measure as: 

“The tax imposed by this Act is 
an occupation tax upon retailers 
and is not a tax upon consumers. 
In fixing the price of his products 
the retailer may consider the tax 
to be paid by him under this Act 
as one of the elements of cost in 
the conduct of his business and 
may include the amount of such 
tax in fixing such price in the same 
manner as rent, general taxes and 
other general overhead expenses 
are taken into consideration. But 
he is neither required nor author- 
ized to collect the tax as a tax 
from his customers. He should not 
misrepresent the amount of the tax 
imposed by the Act nor engage in 
profiteering under the guise of col- 
lecting such tax from purchasers.” 


* * * 


MAN—said to be tall and in 

his fifties—giving the name of 
Gilpin has been in touch with some 
members of the leather industry 
and made the statement that he 
is connected with the Tanners’ 
Council. 

The Tanners’ Council of America 
states that there is no such person 
connected with the organization and 
any statements to that effect are 
wholly inaccurate. 





SR ay 
LiKe Pen 
USTER BROWN is back in the 
comic supplements. The first 
adventure of Buster leads up to the 
sequel where Buster writes a 
resolution : 

“RESOLVED: If you can run 
fast enough you can keep out of a 
lot of trouble — Here’s the way 
Bogus Pete runs—just like'a duck. 

“If you want to run fast you’ve 
got to run like an Indian, with 
toes pointed straight.” 











W H. PICKEL, of Pickel 
o Bros, E) Paso, Texas, 
predicts: 

“Within the next few years, every 
shoe store in the country will have 
an expert on feet and troubles of 
the feet. Then people will be get- 
ting a greater proportion of the 
proper kind of shoes. Once there 
was a time when all women wanted 
to say they wore small shoes. Now 
the idea of a certain size is gone. 
Women will ask for size 7, 8 or 9 
to get comfort. To prove the coun- 
try craves to walk without limping, 
witness the fact that there are 700 
arch support shoes registered in the 
patent office. People are coming to 
us with corns, bunions and crooked 
toes and wondering as to the reason 
for it all. They are still training 
their toes to get anything but a nor- 
mal reaction. Cripples, grouches 
and complainers of all kinds are 
what we are pleased to serve most 
because we know we can help 
them.” 


* * * 


OE FERGUSON, reputed to be 
the best pocket-billiards referee 

in the country, wears out three 
pairs of shoes a year just walking 
around tables, according to an arti- 
cle which recently appeared in the 
New Yorker. The article goes on 
to say that no special shoes are 
worn by poolists, though Matsu- 
yama, the Japanese player, once 
had an extra sole, two inches thick, 
put on his shoes for a tournament 
where old style tables were used. 
Matsuyama, a short man, was then 
the necessary height, won his 
match, but spent the next day in 


bed. 


* * * 


AURICE P. KING, who con- 
ducts the Osteopath Round 

Table in Newark, N. J., says: 
“The next few weeks will show 
a large increase on store fitting. 
The first few weeks of Spring bring 
out the usual list of foot complaints 
and it is time to get ready for the 
work that must be done to restore 
foot health. After a severe and 
difficult Winter, human health and 
resistance diminish and to bring 
back the proper balance of foot 
health and body health we, as shoe 
men, must give the best of service 
in Springtime.” 
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In Service to Missouri Merchants 








GEORGE E. GAYOU 


ELLOW workers like George E. 


Gayou don’t come in pairs. 
That’s the pity of it for when 
St. Louis merchants pleaded with 
us to release him from the Boot 
AND SHOE REcoRDER staff to help 
in the fight for freedom against 
taxation by the merchants of Mis- 
souri, we could do nething else 
but acquiesce. First, because Mis- 
souri is the traditional battle-ground 
of independent merchants and 
second, because George E. Gayou is 
a two-fisted fighter and a natural 
leader of men and merchants. 

Fourteen years on the RECORDER 
staff, and before that a soldier in 





France and Italy and a courier at 
the Versailles Peace Conference. 

First as correspondent—then 
St. Louis Editorial Representative, 
and then Western Editor—he 
learned by doing. 

He has been feature editor of the 
RecorDeR for years and covered 
every state in the Union and prac- 
tically every convention. 

Resigning Feb. 28, he will on 
April 1 return to St. Louis, his 
home town, to become executive 
vice-president of the Missouri State 
Retailers, with headquarters in St. 
Louis. His first battle will be in 
[TURN TO PAGE 44, PLEASE] 
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Select Lines That Will Fit Into Price 
Ranges Best Adapted for Your Store 
and Build a Profitable Business 


By RICHARD E. 


SHERRINGTON 


Advertising Manager, Selby Shoe Co. 


HAT does buying for the shoe store consist of? 
W>- it merely consist of buying a group of 

shoes which we hope are good, and then trust 
to luck that they will be sold? Or, does it consist of 
this: First, a careful selection of lines that will fit into 
the price ranges best suited for our store, and yield to 
us the best possible profit while building a satisfied, 
repeat clientele for us? 

In other words, any line of shoes that we buy should 
be able to come to the buyer and answer these questions 
in a satisfactory manner: 

“Do you sell easily in my store, or do you have to 
be vigorously promoted at all times? Do I have to 
spend more money on you than what we should have 
spent in order to move you from the shelf?” 

“Do you, after you are sold, make my customers satis- 
fied—so much so that they will come back into my 
store and ask for more of you; or, are they through 
with you when they have the first pair?” 

“What are your mark-downs? Are they such that 
when I have had my clearance you show a loss, rather 
than showing me a net profit; or, are you so acceptable 
to my sales people and to my trade that your mark- 
downs are at a minimum?” 

“What is your mark-up? Do you ask me to sell 
shoes on a 35, 37 or less than 40 per cent mark-up, 
and then tell me that through turn-over, an in-stock 
department and advertising and a lot of other things, I 
can make up that deficiency in mark-up; or, do you 
offer me at a minimum 40 per cent mark-up? And in 
high-style shoes do you offer me 43 to 44 per cent 
mark-up, so I will be assured of a satisfactory profit?” 
That, gentlemen, in my judgment, is the basis on 


which any line of merchandise should be bought. And 
unless that line can satisfactorily answer those ques- 
tions, I don’t believe it will do the job for you that a 
line in its grade should. 

Another point of better buying is, buying sizes that 
people want. 

Sometime ago, in one of our stock departments, we 
took off a composite of 176,000 pairs of shoes that 
were sold from that department; and after taking that 
composite we took another one, representing the shoes 
that we had in stock or in the course of manufacture— 
and did we get a headache?!!! And here’s the reason: 

In some cases, on certain extreme sizes, we had from 
six to 18 months’ supply without buying another pair; 
and on other sizes, which represented the best selling 
sizes, we had from two to six weeks’ supply. 

How does that affect you as a retailer? It is simple. 
I know in my shoe-buying career I have at times picked 
out 10 or 12 shoes—written two 36 or 48 pair sched- 
ules—and shid to the salesman, “There you are.” 
Frankly, gentlemen, the good Lord and the 12 Apostles 
couldn’t sell that run of sizes profitably for me or any- 
one else, because people’s feet don’t come that way. 

May I give you a suggestion?—and I know, because 
it has been proved, that if you will carry it out, you 
will find it one of the most profitable things that you 
have ever done in your shoe career—and will be worth 
your entire expense to this convention. That’s saying 
a lot. Now I want to prove my point. 

Classify your shoes when you go home. Take your 
style shoes from $7.50 up—your style shoes from 
$7.50 down. Then take your feature type shoes, and 
take a composite size sheet immediately of those three 
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groups of women’s shoes. To that composite add every 
pair of shoes that you receive between now and July 1, 
or prior to your mid-Summer sale. 
t Before you start your mid-Summer sale—and while 
you have been selling shoes at regular prices—take 
another composite exactly the same as you did the first 
one. Subtract it from the total that you have received, 
add it to your first composite, and you will have your 
actual sales by sizes and widths for the Spring selling 
season in each of the various classifications. 

Now, of what value is it? It is simple. When you 
go to the sample room, and you start to buy shoes in 
any one of the three classifications, and you come to, 














long as you add sizes where you already have an over- 
supply you will never reduce your inventory on those 
sizes. 

Let me cite what it has done for one of our stock 
departments. When we put this system into effect at 
the factory we were carrying 120,000 pairs on this one 
line—we were turning our stock two and a half times 
a year—our mark-downs were running close to 5 per 
cent. Last year our average carrying stock was 51,000 
pairs—we turned our stock six and a half times—and 
our mark-downs were less than 1 per cent. And, in 
addition, we had more of the sizes that people wanted 
--when they wanted them—and less of the sizes they 











“Better Selling” was the theme of a practical and 
timely talk given by Mr. Sherrington at the conven- 
tion of the Nebraska shoe retailers in Omaha last 
week. In discussing the subject, he divided his ad- 
dress into three parts, namely Better Buying, Better 
Advertising and Better Selling on-the Floor. These, 
he maintains, are the three factors of vital impor- 
tance to meet the merchandising necessities of today. 
This week we publish that part of Mr. Sherrington’s 
talk which had to do with buying and with selling at 
the fitting stool. His discussion of retail advertising 
will be published in an early issue. The broad back- 
ground of experience which he has had in the ad- 
vertising and promotion of shoes has brought Mr. 
Sherrington into intimate contact with the problems 
of the shoe store. And so his message carries the 
weight of authority. 





RICHARD E. SHERRINGTON 











setieniataideiaieenieadaaiiaaeiaiaimmamepamtenmtiianeaieenasmammiemiemees 





say, size OAAA, and you look at your sales for the 
past season and you find you have sold 10 pairs—and 
you look at your inventory on that size, and you find 
you have 10 pairs. You don’t need to be a mathema- 
tician to know that you can’t buy one more pair in that 
size, because you already have a six month’s supply. 

Likewise, if you come to 7A, and find out that you 
have sold 300 pairs, and that your inventory is only 
100 pairs; then you are open to buy 150 to 200 pairs 
of that size—depending upon whether you are trying 
for a two or a three-time turnover. 

And I know that some of you will say that you can’t 
avoid buying certain sizes. Gentlemen, as long as you 
add fuel to the fire the fire keps on burning—and as 







didn’t want—and you can do that in your store, if you 
will make that a part of your better buying. 

Please don’t buy prestige merchandise or prestige 
sizes. Don’t buy merchandise that you feel will sell— 
know whether it’s going to sell. It is the only way, 
gentlemen, to profit—-and profit must be had, as profit 
is what we are in the shoe business for. 

Now let us take a look at “Better selling in the 
store”—and, gentlemen, what a chance there is for a 
real job to be done here. 

Has the thought ever occurred to you that to our 
customers, our sales people, or our store and what they 
reflect is what the sales people think of us? 

[TURN TO PAGE 43, PLEASE] 
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How ‘Action’ Copy 





(iTS A 


SEASON 


at here ore the new 
FARR DeLUXE 
e TREAMLINED 


























An Advertising Approach 
Thats in Harmony With 
This Season's Fashions and 
Prevailing Consumer 
Psychology 


HAT advertising approach appears most prom- 

y ising of success this Spring? Before trying 

to answer this question, let’s scan the fashion 
horizon and see what’s doing. 

Motor cars go streamline—so do shoe style details 
. .. knee-action takes on new meaning . . . Schiaparelli 
launches windblown vogue—and women like it .. . 
fashion goes “tweedy” . . . we get stronger for Navy 
—on sea and on the avenue . . . preponderance of 
punchings punctuates the Spring shoe mode . . . speed, 
flight, zoom are new hosiery shades. 

Probably you’ve guessed my answer by this time. It 
is “action” . . . News action! 

Whether we’re conscious of it or not, we’ve become 
increasingly action-minded. Movies, motors, aviation, 
radio, sports—all have contributed to this new complex. 
We’re intensely interested in action, nationally and in- 
dividually. 

Advertising that would keep abreast this modern 
tempo must have news action; must intrigue, interest, 
impress; must be informative if it is to compete suc- 
cessfully with the news of the day. 

Fashion is naturally an ever-intriguing subject to a 
woman. Just how a shoe fits into the new fashion pic- 
ture is always of interest to her if it is told in an in- 
teresting way. 

How to do this most effectively is, of course, the ad- 
vertising man’s problem. 

In planning our advertising we try to adhere to the 
principle of promoting just one idea in an ad. We de- 
cide what the predominating idea shall be, and stress it. 

Fortunately this season the new style trends offer 


Observe how these advertisements of Farr 

Bros. Co. gives the impression of action 

through wording of copy, layout, type and 

illustration. They get attention in the 

newspaper just as action displays get at- 
tention in the window. 











~ 
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Speeds Spring Selling 


By 


CHARLES GRAHAM 
of 
FARR BROS. CO. 


Allentown, Pa. 


numerous possibilities for putting “action” atmosphere 
into the shoe advertisement. The streamline vogue, the 
acceptance of the windblown fashions, the ripple of new 
rough-surfaced leathers, new perforations and punch- 
ings—all furnish fresh possibilities for newsy copy 
slants. 

Then there are always those good old standbys, the 
comfort appeal, shoes for the occasion, predominating 
colorings, and the perennial idea of trying to get men 
and women to walk more. 

We've been successful in merchandising many of 
our lines under our own trade-names, such as “Far- 
Ahead”, “Arch-Perfector” and other names we've de- 
veloped. These we stress at every opportunity. 

We believe, however, that nationally advertised lines 
also have a place in the successful shoe store, so you'll 
also find in the big Farr footwear family many out- 


standing makes. 
*% * * 


Shoe stores need a fresh appeal and a new slant in 
advertising. The approach which Mr. Graham sug- 
gests in the above discussion is one way of getting it 
by bringing shoe advertising into line with what mil- 
lions of people are thinking, as they are caught up in 
the accelerated tempo of modern life. 

There’s another theme that you will likewise see re- 
flected in this year’s advertising. Curiously enough it’s 
almost the exact antithesis of the “action” theme out- 
lined by Mr. Graham. It’s the new leisure that will 
come with shorter working hours. There will be a lot 
of advertising with the background of leisure and recre- 
ation this coming summer. And lots of advertising talk 
about leisure footwear. 

As a matter of fact, leisure and action are but two 
sides of the same picture. For work has been speeded 
up to the point where more leisure is possible. And 
even leisure footwear will stress action through its em- 
phasis on sports and strenuous outdoor activities. All 
of which means more uses for shoes. 





CHARLES GRAHAM 





"Whether we're conscious of it or not, we've 
become increasingly action -minded,'' says 
Charles Graham, interpreting the new spirit of 
Spring advertising. ''Movies, motors, aviation, 
radio, sports—all have contributed to this new 
complex. We're intensely interested in action, 
nationally and individually." 


And so Mr. Graham believes advertising this 
season should reflect action in copy and layout, 
and through this appeal to an action-minded 
public, contribute a needed impetus to sales 
action in the store. His keen analyses will show 
you how shoe store advertising can be made 
more interesting. 
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THE SHOE STORE 








A Working Schedule for Busy Merchants 





1 Now for a busy month 

leading up to Easter. Have 
you made definite plans as to 
just what you are going to do 
each week to get your full 
share of business? Have you a 
schedule for your windows and 
your advertising? Have you 
plenty of merchandise? 


5 When you change your 
window displays today you 
should put in style trims, with 
all the cards talking “Easter 
Footwear.” If your stock per- 
mits why not put in an entire 
window of your best-selling 
price line? Be sure that you 
give hosiery a good showing 
too. 


9 Tonight’s ad should be 
another “Easter Footwear” 
ad, but this time limit it to 
three or four numbers and play 
them up in a big way. Use 
big cuts, plenty of white space 
and tell your story concisely. 
See that every advertised shoe 
is featured in the windows. 


1 Follow up your children’s 

window with a letter or 
folder to your mailing list. En- 
close in each letter a card or 
ticket good for a top, or some 
marbles or some other inex- 
pensive toy if presented by a 
child. Plan advertising and win- 
dows for National Foot Health 


Week, April 2-7. 


Play Up Easter Footwear in Striking Ads and 


2 The theme of today’s ad, 

for Saturday selling, should 
be “Footwear for Easter.” Make 
this a rather general ad, men- 
tioning all your leading lines, 
but feature some particular 
style in each line. Freshen up 
your windows today to tie in 
with your ad. 


6 Watch your stocks care- 
fully this month and avoid 
“outs.” Make a thorough check 
every week or you'll be short 
on best-selling sizes and colors 
before you realize it. Use your 
slow-selling numbers for Satur- 
day specials and window lead- 
ers and clean them out. 


10 Today have each sales- 
man show each customer 
he serves the hosiery number 
that you consider your best 
value. Have each one keep a 
record of the number of pairs 
sold in this week, so that you 
can get some idea as to just 
how much plus business this 
brings you. 


1 Have you checked your 
stock this week? You 
are no doubt doing a good 
volume on women’s hose, but 
are you getting your share of 
the men’s business? A_ small 
line of popular price fancies 
will get surprising results if 
you suggest them to every man 
who comes in to buy shoes. 





3 A good window leader or 
two today will help sales 
—and see that the salesmen 
call these to the attention of 
customers after they have 
completed their original pur- 
chases. Hosiery will be par- 
ticularly good this month. Give 
it extra display space up front. 


rj A folder or circular play- 
ing up your best-selling 
price line, mailed to your cus- 
tomer list, will help increase 
sales this week end. This should 
be accompanied by a letter call- 
ing attention to the fact that 
the advertised shoes are fea- 
tured in your window. 





1 5 Are you overlooking ex- 

tra volume in lines not 
ordinarily carried? A Baltimore 
shoe store in a hotel sells play- 
ing cards. Many shoe stores 
find golf balls profitable, and 
at the same time useful in 
drawing men into the store 
where they are prospects for 
shoes. 


WS 





8 A good “stunt” is to offer 
prizes to the boys and girls 
writing “Il Buy My Shoes At 
Blank’s” the most times on a 
post card. It will cost very 
little, create a lot of interest, 
and the entries will provide 
material for a very interesting 
window display later. 


12 In rearranging your win- 
dow displays today for 
the coming week, give chil- 
dren’s shoes a big showing. 
Keep the Easter theme prom- 
inent on all your window .cards, 
and be sure there is an easily 
read price ticket on every pair 
of shoes that you place in the 
window, 


16 Continue your drive on 
Easter style business in 
tonight’s ad, but in addition 
give generous space to “Chil- 
dren’s Shoes For Easter.” Liven 
up your windows so that the 
advertised styles are in the 
foreground. Put a table of ho- 
siery near the front door. 


ae 
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To Produce More Profit Through Planning 





1 This is St. Patrick’s Day. 

Shamrocks of green 
cardboard in your windows will 
add a touch of atmosphere, and 
you can well afford to get a 
supply of little artificial sham- 
rocks for the lapel and hand 
them out to your customers, 
even though they’re not all 
Irish! 


21 Even if you're in a small 
town there will probably 
be at least 50 pairs of baseball 
shoes purchased during the 
next thirty days! Who will get 
that business? Some mail order 
house? It might as well be you, 
but you'll have to go out and 
GET it if you want it! 











29 Today you had better sit 
down and give some 
thought to what you are going 
to do in April. Easter will be 
over, but National Foot Health 
Week, April 2-7 offers a big 
opportunity for increased sales 
of special feature shoes. What 
will YOU do? Make your plans 


now. 





- and look. 


LS TSE EOE tA AT BP 

















2 And if you're in a rural 

community there are at 
least a hundred farmers who 
need new work shoes _ this 
Spring. They will probably buy 
them by mail too if some local 
merchant don’t prove to them 
that they can do just as well 
locally. Get after this business! 


2 All your lines should 

have good space in this 
week’s windows for this will be 
a big week for window shop- 
pers. Make your displays so at- 
tractive they will have to stop 
Use display cards 
that “talk” and price every pair 
because some folks hate to ask 
prices. 


3 Tonight’s ad must be 
the best selling ad that 
you can lay out and write. Re- 
member that tonight’s paper 
will be full of ads and readers 
will pay most attention to those 
that are interesting. Have a 
National Foot Health Week ad 
ready for Sunday’s papers. 


OL AR AON OOS ASN ec RN 


1 Two weeks until Easter. 

Your windows for these 
two big weeks should have the 
best selling displays that you 
can possibly devise, for they’re 
your best advertisement. And in 
this connection make sure to 
have a good display ready for 
National Foot Health Week, 
starting April 2. 


23 Run a big ad_ tonight 
playing up the fact that 
Easter is just a week away. 
Pick out the two or three best- 
selling price lines and put all 
your emphasis on these. And 
make your ad distinctive—so 
distinctive that it will stand out 
above all the other ads on the 
page. 


7 There’s still time to get 
out a good letter or 
broadside featuring “Easter 
Footwear.” And while you have 
been using your mailing list so 
regularly have you been care- 
fully watching the returned 
mailings and pruning all the 
dead names off your list? You 
should do this. 


3 Just one thing to do 

today and that is to 
spend every minute on the sell- 
ing floor seeing that customers 
are served, and that no sales 
are missed. Better check up to- 
night to make sure everything 
is in readiness for National Foot 


Health Week. 


wa i i ace ili He I aT 


LE CLO OTOL tC CCC CCE ELL ET CAA OL CLT LE TENSE 


anavaeeees Scere 








20 This would be a good 
day to send out a mail- 
ing card to your list of men 
customers saying “Of course 
you’re going to have new Shoes 
for Easter! How about these 
new oxfords, etc.?”” And make 
a particularly thorough check 
of stock today, too. Watch the 
hosiery colors! 


2 This should be a big day. 

Be prepared for it! And 
if any “outs” threaten on big- 
selling lines you should get 
orders off today or tonight so 
that you'll have what you need 
by the middle of next week. 
Tell salesmen to put pressure 
on all slow-selling styles. 


& Here's an idea. Get your 
local newspaper to sup- 
ply you with an_ interesting 
news photograph each day. Dis- 
play this in your window, with 
a card “Courtesy Daily News.” 
It will draw folks to your win- 
dows, and your paper will no 
doubt be glad to do it for the 
publicity it gets. 
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The Easter parade is one of the main style events of the year and gives the shoe store one of its very best opportunities for promotion of 

Spring footwear. This means that your Easter window display is extremely important. It means that this window should be as novel and 

attractive as you can possibly make it. The window shown above has a background modern in style, painted on wallboard with modern 
style lettering. The Easter eggs of graduated size are cut out of wallboard and each is painted in a different color. 


WINDOWS FOR EASTER 


And Backgrounds Ideas for March Displays 


HE entire Easter selling season this year falls 

within the month of March, for Easter Sunday 

comes April 1. That means that there is very 
little time to be lost if you have not already perfected 
your plans for advertising, window displays and sales 
promotion of all kinds. Easter is considered as mark- 
ing the traditional opening of the Spring season in 
shoes, and, although there has been a marked tendency 
in recent years to feature and sell Spring shoes earlier, 
the fortnight preceding Easter continues, nevertheless, 
to be of the greatest importance to the shoe business. 

It is undoubtedly true that the public no longer buys 
merchandise by the calendar to the same extent that 
was customary some years ago. Just as the retailer 
now -places his orders as the need of merchandise oc- 
curs, instead of covering his seasonal requirements at 
a stated time, so the consumer of today is influenced 
in his or her purchasing more by personal need or 
desire than by seasonal habit or the custom of buying 
things at certain specific times of the year. Retailers 
must take this changed consumer psychology into con- 
sideration in planning promotion and displays. 








Relatively few people consider it vitally essential to 
come out in a new pair of shoes on Easter Sunday, as 
was customary at one time. It is doubtful if the Easter 
festival, of itself, would produce any considerable vol- 
ume of extra shoe business in these times, were it not 
for the fact that it is invariably made the occasion for 
vigorous promotion of the new season’s styles by vir- 
tually all of the stores where shoes are sold. It is the 
massed publicity given to new footwear at a time when 
the public is tired of the kind of shoes it has seen all 
winter, and eager for something different, that brings 
in the business. 

To get the benefit that can come from this massed 
promotion of Spring fashions in shoes and all sorts of 
apparel at Easter time, it is necessary for the individual 
store to tie in with it, and one of the most effective 
contributions the average store can make is a well 
planned display of Easter shoes, a display that will 
be novel and interesting enough to attract attention 
and thus cause people to stop and look at the shoes. 
For the shoe store that can use newspaper advertising 
to advantage in its program of promotion—and this 
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naturally includes all of the principal stores in the 
cities and large towns—the period just before Easter 
is the time to increase space and give special attention 
to copy and layouts appropriate to the season. But 
there are thousands of smaller stores serving a neigh- 
borhood or community patronage that cannot make 
use of the city papers of general circulation without 
paying for circulation that would be of practically no 
benefit to them. Each and every one of these stores, 
however, can share in the benefits of Easter publicity 
if they will give thought and effort to the creation of 
Easter windows that will be attractive and interesing. 

There are so many ideas that can be worked out to 
produce a simple but effective window display of Easter 
shoes that the problem presents no particular difficulty, 
either to the display man in the employ of the larger 
store or to the merchant operating a smaller store who 
must rely chiefly upon his own ingenuity for ideas and 
his own skill, or that of one of his salesmen, in their exe- 
cution. It is a mistake, however, to assume that mostly 
any kind of an Easter window will do, or to depend 
mainly on the merchandise to get the attention of the 
prospective customer, assuming that the shoes will at- 
tract attention just because the styles are new. There 
is such an abundance of material to work with in plan- 
ning an Easter window that any store can produce an 





2\ 


attractive display without any undue amount of trouble 
or expense. 

Certain ideas and symbols are so intimately asso- 
ciated with the Easter festival that they are employed 
year after year with good effect in the detailing of 
window displays, and may be regarded as the common 
stage properties to be employed in the designing of an 
appropriate setting for Easter merchandise. In working 
out the color scheme, for example, the traditional Easter 
purple at once suggests itself, and Easter eggs, rabbits 
and chicks, Easter lilies and Spring flowers are all 
available as decorative features. Indeed if no other 
acceptable idea suggests itself, a floral window display 
can always be depended upon to produce a beautiful 
effect in harmony with the spirit of Eastertide. 

We illustrate at the beginning of this article a very 
simple Easter window background idea that has enough 
of novelty to make it interesting and give it the essen- 
tial element of eye appeal, yet can be produced very 
economically. Another Easter suggesttion will be pub- 
lished next week. 

Naturally the Easter promotion will be concentrated 
mainly in the last two weeks of March, and that leaves 
the problem of the early part of the month up to the 
display man, who must devise early March windows 


[TURN TO PAGE 44, PLEASE] 


WE HARP 











There are two reasons for this display—its timeliness and the opportunity it affords to use attention compelling color combinations with 
bright green—an effective Spring color—predominating. Besides the background, we show a very interesting shoe fixture with shamrock- 
shaped base and shamrock-shaped shelves. Have the lettering and cut-out shamrock grille in green and the cut-out harp in gold. This 


is a timely window idea for the week just prior to your Easter display, which should be put in not later than March 19. 
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The Great Natural Economic Force 


AN may have made a sorry mess of things 
M. economic but Nature goes right along doing 
a regular job in a regular way; and perhaps 

by so doing corrects the errors made by Man. 

We had occasion to study a report made on weather 
by Dr. Burton. It showed a severe Winter in the mak- 
ing and an equally severe Winter in prospect for 1935; 
and a milder Winter predicted for 1936. If you will 
remember, six months ago we said something as to 
this man’s study of Nature and in particular the ex- 
pectation of at least five major storms this year in con- 
trast to the two peaks of bad weather of a year ago. A 
little group of scientists has discovered that there is a 
relationship between sun spots and the growth of trees 
and that the evidence for over a thousand years past is 
to be found in a study of tree rings. 

All this seems very profound and academic but at 
least this year we have pretty good physical token of 
the value of such prediction. Weather has been abnor- 
mal and with it has come an extra demand for season- 
able attire. 

If you will remember back to the Hoover years, they 
were accompanied with mild Winters and one type of 
- footwear might be worn the year round. Feminine 
dress in particular was not influenced by season but by 
the whims of romantic dress and the delusions of luxury 
being possible to all Mankind. The madness of money 
was perhaps a product of unusual weather. 


That may seem far-fetched to you who read this in 
these days of reality, but part of the study of weather 
as an influence on people is the relationship of every- 
thing in human life to basic weather itself. Part of the 
softness that came into the economic structure was a 
product of the softness of Nature. 

The reality that we are facing today is made more 
real by the severity of weather. The entire world has 
been subject to the same forces of Nature. The demand 
for warm clothing, warm footwear and warm foods has 
started movement for the use and purchase of these 
necessities the world over. 

Such a need wasn’t present anywhere last year. 

In some parts of the world the severity of the weather 








has developed great shortages, as in Russia, where most 
of the cattle has been consumed and immense shortages 
give opportunity to the future for commercial and agri- 
cultural replenishment. In our own country the physi- 
cal stress of Winter has increased the demand for fuel, 
for garments, for protective rubber footwear and for 
the thousand and one services that develop when bad 
weather is universal. 

But be of good cheer. Spring follows and with it 
comes significant changes in weather and by the same 
token, changes in interest in apparel and footwear. It 
has been a long time since we have faced an opportunity 
of servicing the public with all types of footwear dis- 
tinctly different from Winter’s wearing. There are phys- 
ical changes in feet of Mankind that need attention 
in every store in Foot Health Week and in the 
weeks of Spring. We are facing a Summer that has 
every possibility of sharp extremes in weather. Heat 
spells are likely to be severe. 


ERCHANTS who have their stores in agricultural 
communities know that the many blankets of 
snow we have had this Winter will, in all probability, 
increase crops; while those merchants who are in fruit 
regions know the penalty of severe Winters. Nature 
makes changes in insect ard animal life in severe Win- 
ters. All these factors play a part in the business of a 
little store as well as the combined business of a great 
nation. 

Weather has given us a chill feeling of reality. Life 
is real. Life is earnest. Conditions are on the mend 
but the great fundamentals of Nature are working to- 
ward progress and feeble Man is doing his best to 
hasten economic progress as well. Weather plays a 
large part in the life of a store and in all life. 

We are facing this week a reconsideration of the 
codes. It is a good thing to consider the rules of busi- 
ness in Springtime because that is the natural planning 
time of the year. We must solve the problem of seven 
million workers unemployed for, if we are to weather 
the financial storms, we must set our house in order. 
No government can continue to “create” work at the 
rate of a billion dollars a month. 
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HANAN SHOES 
for Men 


Retailing at 


10% .. 12% 


It takes quality in merchandise to carry a 











manufacturer through three generations . . . and 
now the fourth generation is zealously con- 
tributing to craftsmanship that built the Hanan 
name to mean quality, correct style and 
reasonable price. 


See our new 1934 models on Hanan’s famous 
lasts. 


Our salesmen are now on the road. 


Send for a copy of our new 


1934 catalog. 


HANAN & SON 


Front, Bridge and Water Streets 


BROOKLYN, NEW YORK 
Quality, like Character, Endures 


When writing advertisers please mention Boot and Shoe Recorder 
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The “Monda” made of Marine Blue‘ 
Washette Calf by 
DELMAN, INC., NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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An attractive Easter package by Nomend Hosiery Mills to 
stimulate gift hosiery sales. 


\ N 7 ITH a late Winter and an early Easter, Spring 
hosiery business needs an extra stimulus. Here 
are a few of the fashion promotion ideas and 

gift packings being used in New York stores. 


* * * 


McCutcheon will feature the attractive Easter packag- 
ing shown in the illustration—miniature band boxes in 
six different, star-spangled, pastel colors. These two— 
pair gift containers are shipped to the store in a larger 
matching box, to be used for display, with the boxes 
and stockings spilling out as suggested in the sketch. 


A special, fancy welt number has also been developed _ 


for Easter selling, in which a row of tiny tulips is 
worked out in the design of the lace run stop. 
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a In Time of 


SNOW 


Prepare 


for 


By 
RUTH 
HARRINGTON 


Walk-Over, Fifth Avenue, consistently call attention 
to their hosiery and suggest it for gifts by featuring 
amusing little gadgets in their displays. This Easter 
they have an up-to-date Easter rabbit made of that soft, 
white real bunny fur used this winter for boudoir slip- 
pers. Also a tiny Scotty with a miniature clothes basket 
for a kennel. These little tricks sell for a special price 
if bought with stockings. Hosiery and gadget are packed 
in a special Easter box with a pale green base and an 
orchid-colored cover. 

* * *% 

Sheerness is a doubly important selling point this 
Spring because of ringless hosiery promotions. Stock- 
ings made on these new three-carrier machines are very 
much in the limelight and are focusing attention on 
[TURN TO PAGE 32, PLEASE] 
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Merchandising Men's Hose 






Three Prime Factors That Contribute 
to Profit Are Correct Styling, Effective 
Display and Tactful Selling Methods 


By J. R. NORTON 


there are three distinct objects that a buyer or 
merchandise man should have constantly in view: 
Styling, Display and Selling. 

STYLING: In styling, it has been my experience 
that a good many buyers of men’s hosiery (and the 
same applies to any merchandise) do not give sufficient 
attention or thought to the type of people purchasing 
the hose. And by that I mean the class and age of the 
man who is the prospective purchaser. I classify my 
prospective customers as follows: First, the high-school 
and college man between the ages of 18 and 22; another 
group between 25 and 35; and the third group from 
35 up. 

These three groups of buyers have separate and dis- 
tinct ideas of style, and the buyer has to segregate his 
purchases to meet these three classifications. Between 
the ages of 18 and 22, high-school and college men have 
always gone in for bright, novelty patterns, such as 
diamonds and checks, and more conspicuous colors, 
trying to follow out the colors of their college; and this 
same idea applies to mostly all of their wearing ap- 
parel. The ages between 25 and 35 go for more con- 
servative patterns, such as clocks, ribs, vertical stripes, 
and figures; and from 35 up we find that this class of 
men go to solid colors in silk, lisle, or a very dull- 
tone figure and clock. 

It should also be one of the foremost considerations 
in a buyer’s mind to harmonize his colors with the 
shades of leather being worn in men’s shoes. It might 
be said that men only wear black and tan, but this 
custom has been passing out of the picture for the last 
few years. Men of today are beginning to wear dif- 
ferent types of leather in various shades and combina- 
tions, and the hosiery should match more precisely to- 
day than ever before. This color harmony and patterns 
should also be in tune with the latest fabrics and pat- 
terns of men’s suits. 

DISPLAY: We find window display of hosiery very 
important for the successful merchandising of men’s 
hosiery. From observation of various stores it is plain 
to see that hosiery is placed in the window merely to let 
the passing consumer know that hose is carried. 


T is my opinion that in merchandising men’s hosiery 





We find that by selecting our patterns with a careful 
eye to contrast with the various types of shoes, and by 
placing three or four pair assortment alongside the 
shoes, a very attractive and effective display can be ob- 
tained—more so than grouping hose around a leg form. 
It should never be the thought of the Window Display 
Department to fill up a vacancy in the window with 
hosiery. If that is all the thought that is given to the 
window display of this comntodity, it certainly will 
have a poor effect on hosiery sales inside the store. 
Hosiery should be neatly arranged; certain places in 
the window should be designated for its display; and 
by all means, hosiery should not be set alongside of a 
shoe that does not perfectly suit it. 

Hosiery in the window should be changed at least 
once a week so that it always has a fresh and clean 
appearance. 

A prominent display of hosiery should always be 
made in the interior of the store to catch the attention 
of the customer entering your store, who probably has 
no thought of purchasing this article. 
tractive displays inside the store remind a customer of 
his need for hose. 

SELLING: It has often been said that stores can 
over-sell a customer; that is quite true. But there are 
three primary qualities a salesman should possess: An 


Many times at- 


unobtrusive personality; average intelligence; willing- 
ness to work towards perfection in selling. 

My experience with the following system of present- 
ing hosiery to a customer has been very satisfactory, as 
well as being a time-saver, while not proving a distrac- 
tion from the sale of the shoes: Stock should be 
arranged in the store by having an assortment of six 
different colors, in figures and stripes, rolled in a box 
in the various sizes, and same placed handy to the sales- 
man, so that when the sale of the shoes has been com- 
pleted, the salesman can excuse himself and secure that 
which from his observation of the customer’s personal 
appearance is the type of hose he might be apt to buy, 
and take a couple of boxes to the customer, saying, 
“Wouldn’t you like to look at some of our hosiery?” 
Place it over the customer’s lap, proceed to unlace the 

[TURN TO PAGE 32, PLEASE] 
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Hosiery Promises Profits 


Tide is Turning toward Betier Merchandise 
and Volume of Business is on the Up- 
and-Up, Survey among Shoe Stores Reveals 


HOES and stockings—the words go together. Like 

S bread and butter. Hosiery is the most logical 

item a shoe store can sell. And from now on 
hosiery promises to be a most profitable item too. 

It has been our belief for several months that with 
the turning of the tide toward better merchandise, a 
shoe retailer would do well to feature his hosiery de- 
partment, to improve his merchandise and step up his 
service. To see whether this conviction of ours was 
borne out by the facts, we sent 
out a detailed hosiery ques- 

_ tionnaire. 

Nine hundred and _ fifty 
stores, big and little, in all 
sizes of towns, selling all 1. 
grades of merchandise for 
men, women and children, re- 
ceived these questions. They 
represent an exact cross-sec- 
tion of the 12,000 stores 
reached by the Boor anp 
SHoe Recorper, the shoe 
market of America. 

The percentage of returns 
was high (19.5). From the 
study of these answers we find 3. 
that we were right. There is 
an upturn of interest in shoe 
store hosiery selling. The 
volume of business is on the 
up-and-up. Better merchandise is being sold. Mer- 
chants are optimistic about the future. This decided 
positive swing has just recently taken place. Here are 
some typical comments from our correspondents. 


43.9 cents. 


“Business in the past four months has shown a 
very great increase.” 


“Hosiery business should increase in better mer- 
chandise. Already it is showing marked improvement. 
Average women’s sales 50 per cent above last year.” 


“Our hosiery business looks brighter for 1934, as 
it has been growing steadily during the last few 
months of 1933.” 


The survey shows definitely that shoe store hosiery 
selling promises well for the future. It also proves 
that the path to profit lies in quality merchandising. 
Our figures indicate an average best selling price in 











THREE SALIENT POINTS OF THE 
SURVEY 


The Boot and Shoe Recorder stores do 
an estimated business of over $100,000,- 
000 a year in men’s, women’s and chil- 
dren’s hosiery. (Women’s approximately 
$95,000,000, Men’s $5,000,000; Chil- — 
dren’s $2,000,000.) The opinion of these 
merchants is that 1934 will be a better 
year than 1933. They expect an increase 
of from 25% to 100%. 

2. This business is done on the better class of 
merchandise. The average “best seller” 
in women’s hose is 94.5 cents; in men’s, 


They find it best to promote branded mer- 
chandise. In 72% of these stores branded 
lines are promoted and sold. 








women’s hosiery of 94.5c. per pair. In men’s 43.9c. 
That figure is high. Very high for the year 1933! 

It says very clearly that cheap and shoddy stockings 
have no place in a shoe store. A shoe store, in mer- 
chandising stockings, is rendering a personal service, 
not selling bargains. It is offering stockings that fit, 
just as good shoes fit. It is offering stockings that 
harmonize perfectly in color and texture with the colors 
and types of footwear. This kind of specialized service 
is worth what it costs. And 
the stores that maintain their 
prices, their quality, and their 
service, are the ones that do 
best in the long run. 

At the bottom of each one 
of our questionnaires we left 
a space for remarks. Here are 
two that bear on this subject: 

“We are trying to build a 
steady, repeat type of hosiery 
business that would take us out 
of competition with the promo- 


tional sale type sold by depart- 
ment stores.” 


“I would like to have some 
outstanding line that I could 
feature always and that would 
give good service. Something 
that will bring customers back.” 

In this quality merchan- 
dising, the branded stocking 
has an important part to play. The swing away from 
anonymous merchandise toward known and tested 
brands has been very decided recently in all branches 
of retail business. A name begins to mean something 
again because the things back of a name mean some- 
thing once more! 

Our survey shows that in approximately 72 per cent 
of shoe stores, branded hosiery is promoted and sold. 
Here are two out of many remarks on this subject: 

“We had the biggest hosiery year in our existence— 
more than tripling our business in 1933 over that of 


1932. We expect to double it again in 1934. We be- 
lieve it best to use only nationally advertised brands.” 


“We carry only one line of hosiery and it is a 
nationally branded line.” 


[TURN TO PAGE 32, PLEASE] 
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WRITE HUNDREDS OF WOMEN 
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MAKE SUMMER MONTHS PROFIT- 
ABLE WITH DEB SANDALS! 


HERE’S a fact worth noting: Hundreds of 
women have seen Deb Sandals advertised in 
The Saturday Evening Post, and have taken the 
trouble to ask us where they can be bought. 


That’s interest for you! Typical of the impres- 
sion that Deb Sandals make on women every- 
where. For here is a new line that brings extra 


summer profits to progressive dealers. Women 
like the smart style of Deb Sandals, their sensibly 
economical prices, their unbelievable comfort. 


¥ 
Firestone 


x 


x 


PACEMAKERS IN 










% Woman's 3-Eyelet Blucher Oxford — New Cuban heel. As always, the smart white 
shoe is favored for all summer costumes. 

KK Woman's White Deb T-Strap Sandal — Cuban heel. Styled for all occasions of sum- 
mer wear — street, motoring — any place, any time. 

* Woman's Green Open Toe Deb Sandal — Covered Cuban heel. Offered in many strik- 
ing color combinations. Smartly styled for beaches, resorts, and general summer 
wear. Has eye appeal that builds sales. 

K Woman's White 1-Strap Pump — Plain saddle. White or colored Argentine heel. 

Gay in style. Designed to blend with color costume combinations. 


For every woman who writes in, there are ten 


to a hundred who are prospective buyers. 


That’s why it will pay you to get the facts about 
Deb Sandals now. Find out about their pre-tested 
style, their salable colors, their ample mark-up, 
their outstanding quality. Here’s a line you can 
sell without pressure; a line that will write nice 
black figures on your ledger. Write 

now for details, or telephone to your 


“The: 
of Quality 


FIRESTONE FOOTWEAR COMPANY 
HUDSON, MASSACHUSETTS 


cb Sandals 


FOOTWEAR 


nearest Firestone branch office at once. 








FOOTWEAR 








“Copyright 1 934, Forestone Footwear Co. 
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A Money-Maker For YOU 
Profits 






No. 5029—Girls’ laced-to-toe high 
shoe. White, fine grade duck uppers. 
White molded sole; foxing and tip. 
Women’s 21/-8, 71¢; Misses’ 11-2, 
67¢. 















No. 5007— Suntan upper. Dark 
brown sole, toe guard, tip, eyelet 
stay, arch support and outside fox- 
ing. Tile inner foxing. Men’s 61/2-11, 
<4 Boys’ 214-6, 79¢. Youths’ 11-2, 












No. 5021— Brown canvas oxford 
with brown molded sole, foxing and 
tip. This oxford also made in White 
and Black. Men’s 61/.-11, 65¢. Boys’ 
21/4.-6, 60¢. Youths’ 11-2, 56¢. Gents’ 
6-101, 52¢. 










The New STANDON Tennis 
Styling and Sales- 


HE proof of a shoe is in the buzld- 

ing. So here’s a group of STAND- 
ON tennis shoes built right from their 
rugged molded soles up. A perfectly 
balanced product of superb Style and 
Quality, with every important element 
matching the strength of the STANDON 
insole. Hailed by buyers everywhere 
Leather insole STITCHED into POSITION, Patented Con- 8 the outstanding achievement in ten- 


struction. U. S. Pat No. 1,753,872. nis shoe construction. 
“STANDON” Genuine Leather Insole. Reduces Sweating : 
and Seuailing, Posvents Burning. Fest. The same sensational, proved features 


(3) New ADDED feature, VENTILATED to help sole “breathe.” that made ST ANDON the smashin g 


_ success of 1933 with a new, added fea- 
“STANDON” trade-mark stamped on insole, none genuine M 
without it. ture—VENTILATED—by perforating 


WOON ENDICOTT- 








oth BETTER SHOES 
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To Ring Up Large Volume 
In 1934. 





No. 5012— White upper. Natural 
crepe sole and inside foxing. White 
toe guard all around shoe. White 
wing tip, eyelet stay and arch sup- 
port. Men’s 61/.-11, $1.00. Boys’ 21/4- 
6, 93¢. Youths’ 11-2, 86¢. 













No. 5003—Chocolate brown upper. 
Dark brown sole, toe guard, tip, eye- 
let stay and arch support. White in- 
side foxing. Men’s 61/-11, 72¢. Boys’ 
21/.-6, 67¢. Youths’ 11-2, 62¢. Gents’ 
6-102, 57¢. 






















No. 5015—Suntan upper. . Black 
toe guard all around shoe. White 
cut-out sole with green underlay. 
Black wing tip, eyelet stay, arch sup- 
port. Green inside foxing. Men’s 
614-11, $1.00. Boys’ 214-6, 93¢. 
Youths’ 11-2, 86¢. 










Line With Its Superior 
Winning Features 


to help the sole “breathe”. A genuine 
leather insole, made by a secret tan- 
ning process, and stitched into the shoe 
by a patented STANDON construc- 


tion. Reduces sweating and smelling, NOTHING 
and prevents burning feet. Can’t shift, TAKES 
curl up or get lumpy. No rubber can THE PLACE 
touch the foot. OF GOOD 
LEATHER— 
A winner with Style and Exclusive Pat- 
‘ FOR 
ented Features. A masterpiece of 
INSOLES! 


tennis shoe craftsmanship. Vigorous 
consumer advertising will help push 
STANDON over the top. Order now, 
Our salesmen have samples. 


JOHNSON. STAND, 


When writing advertisers please mention Boot and Shoe Recorder 














A number of other facts brought out in this survey 
may be of interest to individual retailers. If you have 
any specific question, perhaps we have the answer. We 
asked, for instance, the average number of pairs pur- 
chased per customer and found the figures were 1.6 
pairs for women, 1.9 pairs for men, 2.4 pairs for 
children. The complete data on this survey is now 
available in the REcorDER offices. 

Why is a shoe store the logical place to sell hosiery? 

Because the customer is never so stocking-conscious 
as when buying shoes. When the customer’s mind is 
on his or her feet, the hosiery sale is halfway made! 

Because ensemble selling is the order of the day. 
Every store finds it pays to feature harmonized acces- 
sories. More and more department stores are opening 
accessory shops, where all the little touches of a cos- 
tume can be assembled in one place. The shoe store 
is the foot accessory shop where shoes, hosiery and 
other related items may all be chosen at the same time. 

Here’s our idea of an Al shoe store hosiery sale. 
It’s an actual incident told by a woman customer to 
one of her friends: 

“I went into the (blank store) and bought a pair of 
the new low-heeled walking shoes. While the man who 
waited on me was making out the sales slip, the young 
lady from the hosiery counter came over with a pair 


Hosiery Promises Profits 


[CONTINUED FROM PAGE 28] 
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of hose and said, ‘Madam, I see you are wearing chiffon 
hose and that you have just bought a pair of walking 
oxfords. These stockings I have here are, of course, 
better suited to your new pair. They are also an ex- 
cellent color for them.’ I was immediately interested 
as I realized at once that the hosiery I had was too 
light weight to wear well with these heavier shoes. The 
young lady quoted the price per box of three pairs 
and I bought the stockings. 

“Then when the saleslady returned from having the 
hosiery wrapped, she said, ‘Madam, I have placed in 
with your hosiery a card on which I have written the 
name of the color and the number of this hose. Natu- 
rally, these three pairs of hose will not wear as long 
as your shoes, and you will want to replace them. 
Whenever that happens you need only to phone and 
give us this number and the color and we will be de- 
lighted to send you another box of hose.’ ” 

This story goes to prove that when a shoe sale is 
made is the logical time to strike with stockings. But 
it also proves that there are ways and ways of making 
that suggestion. Many salesmen have a formula for 
forcing hosiery on the customer. This hosiery girl was 
clever. She thought of the customer first. This sale is 
a piece of genuine suggestive selling. It suggests one 
way to increase shoe store hosiery business. 





[CONTINUED FROM PAGE. 26] 

clearness and absence of rings. In Fifth Avenue stores 
lighted display devices are used to emphasize this point. 
Lord & Taylor have two on their counters. One is a 
frosted globe, lighted from within, over which stockings 
are shown. In the other, stockings are draped over a 
mirror on which copy featuring the idea 9f “Mirror 
Clearness” is painted—+the words showing through the 
stockings. 

The Mexican colors, so much talked about! in clothes, 
add an exotic touch to hosiery displays. 
Mexican plates and bright pottery fruits t» brighten 
their first Spring windows, featuring: “Stockings to 
wear with Mexican colors and other new Spring shades.” 

Navy blue and “clay” colored shoes are outstanding 
in the early showings on Fifth Avenue. Easter hosiery 
color suggestions should be keyed to these two high- 
light colors. The red clay color, especially (the new 
name for a light “Bourbon”), has had a dramatic rise 
in the past two weeks. Best show half a dozen shoes of 
this color in their window this week. Macy’s give a 


In Time of Snow—Prepare for Easter 


otham use - 





clay-colored shoe a prominent place on their hosiery 
counter—to give a new fashion flavor to neutral sun- 
tan hosiery. 


Merchandising Men's Hose 


[CONTINUED FROM PAGE 27] 


new shoes; take them off and put on the old shoes, and 
while going through this operation he could give an 
effective sales talk on the merits of the hosiery. Dur- 
ing this period enough time has elapsed to give the 
salesman sufficient opportunity to learn whether the 
customer is interested or not. Should the customer 
decide against the purchase of hose, the salesman 
should not attempt to force it on him. 

All indications for this coming early spring point 
towards small checks, ribs, and vertical stripes, to 
coincide with suits of the same patterns; and for sum- 
mer it is further clear that this year will see more 
pastel shades in ribs, clocks, figures, and vertical 


stripes. 
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MORNING 


Or 








AFTE 


This popular type 
of shoe construction 
‘is found in a wide 


range of smart styles 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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WE DO OUR PART 


Planning and Fair Practice Commit- 
tee for the Boot and Shoe Man- 
ufacturing Industry 
CHAIRMAN 


ROGER A. SELBY Portsmouth, Ohio 
The Selby Shoe Co. 





JAY O. BALL New York City 
Executive Vice President 
National Boot and Shoe Mfrs. Assn. 


SECRETARY 
RUTH S. FREEMAN New York City 
2812 Chrysler Building 





COLONEL ROSCOE S. CONKLING 
Deputy Administrator 
National Recovery Administration 
Washington, D. C. 





DR. STANLEY KING Amherst, Mass. 
President Amherst College 
Industrial Adviser 





WALTER J. BOOTH Milwaukee, Wis. 
Walter Booth Shoe Company 
HENRY W. COOK Syracuse, N. Y. 


A. E. Nettleton Co. 
MILTON S. FLORSHEIM Chicago, Ill. 
The Florsheim Shoe Company 
E. S. GERBERICH Mount Joy, Pa. 
Gerberi¢h-Payne Shoe Co. 
LEO GOODKIND’ New York City 
Lucille Felt Slipper Co., Inc. 
R. P. HAZZARD Gardiner, Maine 
R. P. Hazzard Co. 
L. V. HERSHEY Hagerstown, Md. 
Hagerstown Shoe & Legging Co. 
J. F. JARMAN Nashville, Tenn. 
General Shoe Corp. 

C. F. JOHNSON, Jr. Endicott, N. Y. 
Endicott Johnson Corporation 
HAROLD C. KEITH Brockton, Mass. 
Geo. E. Keith Company 


J. FRANKLIN McELWAIN, Boston, Mass. 
J. F. McElwain Company 


R. V. MCNAMARA Haverhill, Mass. 
Gorevitz-McNamara Shoe Co., Inc. 
FRED A. MILLER Columbus, Ohio 


H. C. Godman Co. 
GEORGE MILLER, Long Island City, N. Y. 
I. Miller & Sons, Inc. 
WILLIAM H. MOULTON St. Louis, Mo. 
International Shoe Co. 


H. M. READ Lynn, Mass. 
Gregory & Read Company 


W. E. TARLTON St. Louis, Mo. 
Brown Shoe Co. 


HAL O. TOOR New York City 
Jackson Shoe Mfg. Corp. 


JAMES E. WALL North Adams, Mass. 
Wall-Streeter Shoe Co. 
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Tells Terms and 


Planning and Fair Practice 
Committee of Boot and Shoe 
Manufacturing Industry 
Gives Official Intetpretations 


HE problem of terms and discounts warrants official answers to ques- 
tions in connection with the code. The code authority in the shoe 
industry, which consists of twenty members, recently met as the Plan- 
ning and Fair Practice Committee of the industry. The interpretations here 
given come from that committee, in conference with Col. Roscoe S. Conkling, 
Deputy Administrator for the industry. 
Question: “Has there been any interpretation yet as to whether orders 
are subject to the terms of the Code, if taken previous to October 13th, the 
date of the shoe manufacturers’ code becoming effective? In other words, if 
we took an order prior to the effective date of the code, may we bill in 
accordance with the terms of the order?” 
ANSWER: Yes, if we understand you correctly, you mean if you have 
entered into a contractual relationship with a customer prior to the effective 
date of the Code, you are permitted to carry out your contract. We would 
caution you, however, for your own protection, to see that you have docu- 
mentary evidence; and that no orders be accepted subsequent to October 13th, 
except in strict conformity with the Code, as regarding terms. 
Question: “A large retail customer today offered to pay 2 per cent extra 
on our selling price for shoes to compensate for a 7 per cent cash discount. 
Are we permitted to do this under the Code? Our customer states that it 
is necessary for him to get the 7 per cent cash discount to take care of his 
methods of accounting, even though he pays extra to get it.” 
Answer: Cash discounts in excess of 5 per cent are not permitted. We 
are quoting Section 3, Article VIII of the Code, as approved by the President: 
“a. Selling wholesalers, department stores, retailers, and others in the 
trade on a net basis or with cash discounts is permissible, but in no 
case shall a discount in excess of five per cent (5%) be allowed; 
said discount to be allowed for payment of bills within thirty days 
from delivery date specified on the order or date of shipment if later, 
fifteen days additional West of the Rocky Mountains. 

“b. At the expiration of 30 days, with fifteen days additional West of 
the Rocky Mountains, no cash discounts shall be allowed. 


“ce. Such terms shall not be subverted or evaded directly or indirectly 
through allowances, trade discounts, selling below cost, or rebates 


of any kind.” 
Question: “Can customers average their discount by paying by the fif- 
teenth of the following month?” 
Answer: Yes, under certain conditions. The Planning and Fair Practice 
Committee have ruled that there may be an option in taking discount by 
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Discounts Under Code 


Vv 


payments of all bills of previous month, if paid by the 
fifteenth of the following month, 15 days additional 
West of the Rocky Mountains; or that discount may 
be allowed on payment of all bills within 30 days, 15 
days additional West of the Rocky Mountains. 

The Committee have ruled, however, that where op- 
tion is taken, either the one method or the other method 
must be followed; and that customers may not elect 
to take the 30 days on some bills payable late in the 
month and pay other bills rendered early in the month 
on the fifteenth of the following month; as such method 
would be construed as an evasion of the discount clause 
in the Code and not as averaging discounts within the 
30 days. : 

Question: “Under the Code can I sell a merchant 
whom I fear cannot pay promptly on terms of 5 per 
cent cash discount if paid within 30 days, on such 
terms as 4/60-3/90, or similar terms, so long as I do 
not give as much as 5 per cent?” ; 

ANsweER: No. Sub-paragraph b of Section 3 of 
Article VIII of the Code reads as follows: “At the 
expiration of 30 days, with 15 days additional West of 
the Rocky Mountains, no cash discounts shall be 
allowed. 

Question: “Can manufacturers allow the discount 
and accept a note in payment of the bill?” 

Answer: No. This question was referred to the 
Planning and Fair Practice Committee and the Com- 
mittee has ruled that under the Code, manufacturers 
cannot allow discount and accept a note. Such practice 
would be in violation of Sub-paragraph “c” of Section 
3 of Article VIII. ; 

Question: “Can customers anticipate by deducting 
interest at 6 per cent per annum, or would this be con- 
strued as allowing larger than a 4 per cent discount?” 

Answer: The Planning and Fair. Practice Committee 
have ruled that anticipation is not discount; but that 
manufacturers should be careful in seeing that such 
6 per cent per annum is applied strictly on a per diem 
basis at the rate of 6 per cent per annum, and not 
carelessly allowed as an extra one-half of 1 per cent. 

Question: “We are disappointed that there is noth- 
ing in the Code of our Industry providing for the col- 
lection of interest at 6 per cent per annum after 30 
days. This has been our practice for many years, and 
we know it to be the practice of other shoe manufac- 

turers. We see no reason why we should not continue 
this practice, but are writing to inquire if we are cor- 
rect in our understanding.” 

Answer: Your understanding is correct. You may 
continue to charge interest at 6 per cent per annum 


Vv VW 


after 30 days; and we are in receipt of letters from 
other manufacturers who expect to continue to do so. 

Question: “Why isn’t the matter of allowing 30 
days from date of delivery specified in the order, or 
date of shipment, if later, equivalent to dating?” 

Answer: The object of the Code is to enable manu- 
facturers to ship merchandise, if ready for shipment, 
before date of delivery specified by the customer; but 
manufacturers who have been in the habit of giving 
dating in the usual terminology common in trade, 
should realize that dating as such, would be in viola- 
tion of Sub-paragraph “c” of Section 3, of Article VIII 
of the Code. 

Salesmen should therefore be cautioned regarding 
promising early delivery or making references to dat- 
ing, although the manufacturer may at his option ship 
in advance of delivery specified by the customer as 
outlined. 

Question: “Is there anything in the Code that makes 
it necessary for a manufacturer to bill net 30 days? 
In other words, can he allow a longer time on net 
bills?” 

Answer: If goods are sold on a strictly net basis, 
there is nothing in the Code to prevent a manufacturer 
from granting longer time to his customers; but dis- 
count should not be deducted before billing, as this 
practice would be regarded as an evasion of Sub-para- 
graph “c” of Section 3, of Article VIII of the Code. 

Question: “Will you explain the difference between 
‘delivery date’ as provided in the Code and the ordi- 
narily used term ‘shipping date?’ ” 

Answer: The wording in the Code “delivery date 
specified on the order” has been ruled by the Planning 
and Fair Practice Committee as referring to the date 


_ specified by the customer for delivery by the manufac- 


turer to the transportation company, which is synony- 
mous with shipping date. Delivery date does not refer 
to the date that the customer receives the merchandise, 
as the manufacturer in delivering goods to the trans- 
portation company has no control over the length of 
time required for delivery to the customer. 

Question: “What is meant by ‘West of the Rocky 
Mountains?’ ” 

Answer: The Planning and Fair Practice Commit- 


_tee have ruled in view of custom in the trade that the 
. following states should be regarded as coming under 


this phrase in the Code: Arizona, California, Colorado, 
Idaho, Montana, Nevada, New Mexico, Oregon, Utah, 

Washington and Wyoming. 
Question: “Are shipments to Hawaii, Philippines, 
etc., subject to the terms for domestic business, since 
[TURN TO PAGE 44, PLEASE] 
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Shis is what 


MILLER does to help you 
build a profitable quality business 


With an I. Miller tie-up you can merchandise 
quality shoes for every occasion — evening 
slippers, welt walking shoes and golf brogues 
built on lasts to fit all types of feet—all from 
the one source and under one brand. 


I. Miller maintains a constant in-stock service 
on fast selling patterns to enable you to 
operate with low inventory for fast turn-over. 


I. MILLER & SONS, INC. 


The style authority of I. Miller footwear, 


backed by inimitable advertising and sales. 


promotion attracts a clientele whose patron- 
age means profits and prestige to any store. 


Retailers in the I. Miller family can depend 
on cooperation and sympathetic understand- 
ing of their problems. If thereisno I. Miller 
dealer in your city, communicate with us. 


LONG ISLAND CITY, N. Y. 
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NATIONAL SHOE 


NEWS BULLETIN 








Opening Statement by President 
M. A. Mittelman 


ROM time to time we hope to present to the trade 

through the courtesy of this publication brief items 
of news of activities our association is engaged in, and 
which we believe will be of general interest to the industry, 
thereby not only keeping our trade abreast of the work 
being done by our association, but even more important, 
in crystallizing intelligent opinion and creating acceptance 
or rejection of matters that finally will contribute to a 
better understanding of them and make for progress. 


An association’s chief responsibility to its members, 
and consequently to the industry it represents, is per- 
formance—it must give service. That service should 
be as constructive, and timely as will be of the greatest 
good to the largest number. 


We shall aspire to render just this character of service. 
In attempting it the N. S. R. A. asks for the cooperation 
of every retailer, as well as of any manufacturer, tanner, 
wholesaler, traveling salesman or*other person who may 
be able to advance a thought or an idea that will be 
helpful to better retailing, or be of value to the industry. 


* * * * * 


New Headquarters 


HE headquarters of the National Shoe Retailer’s Asso- 
ciation will be removed to New York City within the 
next week or two. New offices have been secured in the 
Empire State Building, 34th Street and Fifth Avenue. The 
removal of headquarters from Chicago marks an important 
step in the future activities of the association. It is be- 
lieved the change will permit of the association widening 
the scope of its activities, as well as to make possible more 
prompt service to members. We shall be nearer to the 
activities of the commercial center of the country; we shall 
be in close proximity to the headquarters of the national 
associations of tanners and shoe manufacturers; to matters 
of government at Washington, including all code affairs. 
Much time will be conserved and no little traveling ex- 
pense saved. The sum total will mean better service to 
members. Make a note now of the proposed 
New Headquarters of the N. S. R. A. 
Empire State Building, 34th St. and 
Fifth Avenue, New York City. 


The New Executive Committee 


HE executive committee of almost every association is 

endowed with great powers, necessarily so because of 
the need of some body with authority to act when it is not 
possible, or necessary, to assemble the full board of di- 
rectors. The N. S. R. A.’s Executive Committee, under 
the constitution, has power to act whenever the occasion 
arises. For this reason it may be interesting for the trade 
to be advised of the personnel of this committee. It is as 
follows: 

Chairman, Jesse Adler, of Adler Shoe Co., 215 W. 125th 
St., New York City. 

Arthur E. Ebbs, c/o The Swope Shoe Co., 10th and Olive 
Sts., St. Louis, Mo.; John J. Holden, Empire State Bldg., New 
York City; J. Gordon McNeil, c/o Thayer-McNeil Co., 414 
Boylston St., Boston, Mass.; Harry E. Fontius, c/o The Fon- 
tius Shoe Co., 16th and Welton Sts., Denver, Colo. 

Chairman ex-officio, by reason of being president, M. A. 
Mittelman, 1448 Woodward Ave., Detroit, Mich. 


* * * * * 


James H. Stone Retires 


HE resignation of James H. Stone, as manager, be- 

comes effective March 10. Mr. Holden now is in 
Chicago arranging with Mr. Stone for the transfer of the 
headquarters to New York and acquainting himself with 
the routine of the office and developing plans and policies 
for the immediate future. 

In retiring as manager, Mr. Stone, after a short vacation 
in the South, will return to Boston, making his residence 
at 314 St. Paul St., Brookline, Mass. Mr. Stone became 
connected with the association five years ago, after re- 
peated urgings of many of its officers and other interests 
in the trade who were interested in the welfare of the 
organization. It had been his desire to retire for some 
time, in fact, he had tendered his resignation on several 
previous occasions, but withdrew it at the earnest request 
of some of the principal officers. 


* * * * * 


Have’ in mind the fact that Easter Sunday falls on 
April 1. Do not have it recorded that it was an “April’s 
Fool Day,” from the standpoint of sales made on Easter 
Saturday. All retailers and their staffs should give their 
full efforts to filling their sales books on March 31. 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—-Empire State Building, New York City 
JOHN J. HOLDEN, Manager 








Style Committee Meetings 
April 16th and 17th 


HE semi-annual meetings of the styles committees of the association 

will be held on April 16 and 17. The meetings will be held at the 
Hotel Astor, New York, as in past seasons. The central location of this 
hotel, and the ample accommodations available, combine to make it a 
most convenient and satisfactory place for the meetings. 

As in the past seasons, the dates of the meetings have been chosen to 
correspond with those selected by the Tanner’s Council for its leather 
show, which will be held in the same hotel. Thus, two important trade 
functions are joined together by the cooperation that exists between the 
tanner’s organization and the N. S. R. A. 

President Mittelman, who is a firm believer in the value of the work 
of these committees, and who is enthusiastically predicting a continued 
increase in acceptance by the trade of the style programs that come from 
the committee, has appointed the following members in charge of the 
work of the several committees for 1934: 

General Chairman, J. Gordon McNeil, of Thayer-McNeil Co., Boston, Mass. 

Vice-chairman, David A. Hirschler, of Hofheimer’s, Inc., Norfolk, Va. 

Chairman, Women’s Committee, J. Gordon McNeil. 

Chairman, Women’s Advisory Committee, W. A. Geuting, Philadelphia. 

Chairman, Men’s Committee, Jesse Adler, New York City. 

Chairman, Men’s Advisory Committee, Steven J. Jay, Detroit, Mich. 

Chairman, Juvenile Committee, Maurice J. Yoskin, Philadelphia. 

Chairman, Advisory Juvenile Committee, Arthur E. Ebbs, St. Louis. 

The increasing numbers of retailers noted at each succeeding meeting 
of these committees, and the widening interest displayed by tanners and 
shoe manufacturers, is concrete evidence of the importance and value 
of them. ; 

The meetings next April will formulate a program of styles and colors 


of leathers for the coming Fall and Winter seasons. 
* * * * * 


Every Merchant Everywhere Must Help 
President Mittelman says:— 


“T want it known that my position as president is not a ‘one-man job.’ 
I must have, and I ask for, the active and enthusiastic cooperation not 
only of every active member, but of every individual retailer of shoes 
throughout the country. Our association is spokesman for all of them, 
whether members or not, by virtue of our selection by N.R.A. as members 
of the National Retail Code Authority. Every retailer, whether operating 
one or more stores, should be enrolled as a member. I appeal to each 
and every one who is not a member to become enrolled at once. With 
the cooperation of my brother retailers, our National Association will be 
able to function in their behalf more constructively and efficiently, and 
their support, as members, will back me up and enable my administration 
to help them make 1934 a year that will make their showing more profit- 
able and pleasing than it has been in recent years. Join the N. S. R. A.” 





EET John J. Holden, the new man- 
ager of N.S.R.A. He was mer- 
chandiser and women’s shoe buyer of the 
John Wanamaker Store, New York City. 
He was also a member of the Board of 
Governors of the Wanamaker Board of 
Trade. Prior to becoming associated with 
the Wanamaker Store, Mr. Holden had 
been buyer and merchandiser of shoes 
for Oppenheim, Collins & Co., women’s 
ready-to-wear specialists, for their stores 
in New York City, where he made his 
headquarters, Brooklyn, Buffalo, Pitts- 
burgh and Newark for about 15 years. 
He has been an active member of the 
National Shoe Retailer’s Association for 
many years, having served on the board 
of directors and for two years as general 
chairman of the N.S.R.A. Styles Commit- 
tees. At the St. Louis Convention, last 
month, he was re-elected to the board of 
directors. 


Of him, President Mittelman says: 


“I consider the association has been ex- 
tremely fortunate in obtaining Mr. Holden as 
our new manager. He has had many years’ 
experience in the retail shoe business, possesses 
a full understanding of the business, has an 
extenive acquaintance among manufacturers 
and tanners and a knowledge of their problems 
both in manufacturing and distribution.” 
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(OTHER PEOPLE'S IDEAS) 
By HARRY R. TERHUNE 


FIELD EDITOR 





a Y stock is considerably low- 

er than it was a year ago,” 
Robert W. Klieves, Clarksburg, W. 
Va., told me, “and I firmly intend 
to keep it that way through 1934. 
If prices go up I will be in a posi- 
tion to buy and market my shoes on 
the new prices. If, on the other 
hand, prices should go down, I will 
be in a still better position than if 
I had a large stock. 

“We try to do an exceptional 
good job on fitting. No matter 
how large a stock one might have, 
certain sizes will move out sooner 
than others. For no good reason 
at all, all the big sizes will sell on 
one number and at the same time 
all the small sizes will sell on an- 
other number. Then, again, we 
may have a couple of week’s run 
on the middle sizes. 

“To maintain a good even run of 
sizes we depend a great deal on the 
in-stock service of our sources of 
supply. We know that over a pe- 
riod that we will sell a certain pro- 
portion of sizes, but we have no 
means of knowing in advance just 
what sizes will be sold week by 
week. 

“In a city of 30,000 there is only 
a certain amount of business that 
can be had. Our customers know 
our stock almost as well as we know 
it. It is therefore necessary for us 
to buy light on our novelties and 
safely thin on our staples. There 
are very few novelties that have 
much of a run in the smaller towns, 
and when a novelty number is dead, 


it’s dead. A store, therefore, that 
tries to do a conscientious job of 
fitting correctly, has to have re- 
course to a good in-stock service. 
This pertains not only to our wo- 
men’s shoes, but to our men’s and 
children’s shoes as well. The ten 
cents extra charged for in-stock 
shoes is money well spent when 
compared to the investment of all 
make-up shoes in a family shoe 
store. 

“We refused to be stampeded last 
Fall into buying a lot of shoes. Our 
policy for the coming year is to 
buy on the market and sell on the 
market. Experience has proved to 
us that the only way for a store in 
our circumstances to meet competi- 
tion is to have seasonable merchan- 
dise in the sizes and styles that our 
trade requires.” 


Em. 


HE furniture and fixtures of 
4 Meller and Wilson store, of 
which Sam Meller is the proprietor, 
are all of the old hickory type, con- 
sisting of settees, tables, footstools, 
etc., made of the unfinished hickory 
poles. There are no window fix- 
tures, properly speaking, but blocks 
of hickory wood of varying lengths 
are used for shoe display standards 
and pedestals. 

The rear wall of the main sales- 
room is a miniature of the building 
housing the plunge at Agua Cali- 
ente, Mexico, and the general ef- 


fect is to make the salesroom appear 
as the outdoor area in front of this 
building. 

Boots for hiking, fishing, riding, 
mining, etc., are featured in large 
numbers on hickory benches, while 
work shoes of all types are given 
prominence. . 





T is some job to bring men 150 

feet to the rear of a clothing 
store to buy a pair of shoes. There 
are only a few reasons why he will 
come past the store’s threshold, any- 
way. Price, a novelty, known qual- 
ity or the store’s reputation, is the 
way William James sees the prob- 
lem of getting men in a clothing 
store shoe department. As Mr. 
James is the shoe buyer in the W. 
B. Davis Co., Cleveland, he is fully 
posted on this subject. 

“Having something special on 
the last three days of the month has 
proved to be a good way of attract- 
ing new customers in the store. 
Then when we get them in, good 
merchandise, likable treatment, will 
cause these newly formed friends of 
the department to bring in other 
men by the hand, just as though 
they were leading a blind man. 
When they say ‘Fit this man, just 
as you did me,’ that means an easy 
sale for us. 

Customers are educated to buy 
their own shoes. We on the floor 
proffer advice, but we never try to 
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‘sell’ shoes. The man who has the 
shoe on his foot is the best judge 
of what feels right. Only when we 
know that he has picked the right 
selection, do we conclude that the 


sale is finished.” 





HE Guarantee Shoe Company, 

San Antonio, Texas, has re- 
duced materially its problem of col- 
lecting slow-paying accounts by 
writing a “collection” letter to a 
previously negligent customer, im- 
mediately following his next pur- 
chase. 

When a credit customer makes a 
purchase, the credit department, of 
course, checks the customer’s rec- 
ord before passing the charge. If 
it is noted at this time that the cus- 
tomer has in the past been some- 
what slow in paying his account, 
but not slow enough to make him 
an undesirable customer, the credit 
department makes a note of this 
fact. , 

The next day the shoe purchaser 
receives a letter similar to this: 

“You have shown by your pur- 
chase made from us today that you 
have confidence in us and in our 
merchandise, and for this we thank 
you sincerely. We, also, have 
shown our confidence in you by 
charging the merchandise to your 
account. 

“When we approved the charge, 
we felt that you are as good for 
your accounts as anyone on our 
books; but our records show that 
you usually run your bills longer 
than our limited capital can afford. 

“In these days of doing business 
on shorter profits, we cannot afford 
to carry accounts as long as we 
could during “boom” days—when 


profits were greater, and we are - 


going to ask you to take care of 
this account according to our terms, 
which are as follows: 


All purchases made in any 
month are due and payable 
during the month following the 
the month in which the pur- 
chase was made. 

“We believe frankness to be the 
key to a mutual understanding be- 
tween merchant and customer. We 
have stated the only terms upon 
which we can afford to sell mer- 
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chandise—we trust that you will 
abide by our terms and that you 
will take this letter in the kindly 
spirit in which it is written.” 

The plan has caused practically 
no unfavorable reaction from cus- 
tomers, yet it has been a decided 
factor, according to owners of the 
firm, in getting regular customers 
out of the practice of neglecting 
their accounts. 





FAMILY shoe store where the 
children are given as much at- 
tention as their elders is Sten- 
chever’s of Paterson, N. J. Max 
Bodner is the proprietor. He tells 
that fully 35 per cent of his volume 
is traceable to the children’s de- 
partment. 

He emphatically feels that juve- 
niles have been sadly neglected in 
the majority of shoe establishments 
—that most managers have failed 
to grasp the significance of the fact 
that the children of today are the 
men and women customers of to- 
morrow, and that by giving them 
satisfactory service, life-long friends 
may be made. 

An evidence of the success of the 
theory that children should be given 
more attention is the manner in 
which they come into the store, with 
eager anticipation, feeling that they 
are in an at-home atmosphere and 
that they have a place which is just 
for them. 

Mr. Bodner does not belive in a 
children’s department where there 
is an over-abundance of flippant 
atmosphere and distracting features. 

Mr. Bodner is most conscientious 
in the proper fitting of the grow- 
ing foot; has an X-ray machine, 
and other up-to-date fitting devices 
which form part of the permanent 
equipment. 

As further evidence of his “ortho- 
pedic bent,” he carries the widest 
possible range of sizes feasible, 
making sure that the child’s health 
needs are adequately taken care of. 
Nine thousand shoes are stocked in 
this department. 

An interesting comment which 
Mr. Bodner made was that mothers, 
if needs be, will expend more money 
on shoes for their children than 
for their own. 


41 


" do a real job in running a 

juvenile shoe store,” declares 
L. G. Millar, of Canton, Ohio, “the 
carrying of extreme widths is of 
prime importance. It is not as haz- 
ardous as it is to be without them. 
In our shop we sell more quads and 
triples than we do A’s in the grow- 
ing-girls’ runs. Many high school 
girls have long, narrow feet, so a 
certain stock of pattern shoes is 
needed. In the children’s run of 
sizes, we stick close to the staples. 
Staples in the growing-girls’ line 
find a ready sale, as our better trade 
likes the plainer types in preference 
to the fancy ones. 

“Most of our trade is concen- 
trated in a few hours, between 3:30 
and 5 P. M. on weekdays and all 
day Saturdays. Recently we have 
built up our Wednesday business so 
that it equals the normal Saturdays. 
In Tuesday’s advertising some one 
shoe is featured at a price. These 
specials are the means of bringing 
in many extra sales. We only of- 
fer real buys at a reduced price for 
the one day. A few samples here 
and a few factory close-outs furnish 
us with the necessary merchandise. 
We find that people like to buy in a 
store which makes a specialty of 
children’s shoes.” 


CA " ih Jae 
SGe a) Vian 


DVERTISING in newspapers of 
various nationalities is used 
regularly by Bailey’s Shoe Store, 
Providence, R. I., this being a 
source of publicity which William 
J. Runcie, manager, believes is prof- 
itable to their business. The Ital- 
ian, Polish and Portuguese newspa- 
pers are the ones used most gen- 
erally. The Providence Visitor, a 
newspaper of the Catholic Diocese 
of Providence, is also used to some 
extent. Mr. Runcie finds that foot- 
wear for various church seasons is 
profitably advertised in this re- 
ligious paper. 

Operating his store with cosmo- 
politan appeal is Mr. Runcie’s aim. 
He finds that, since he became man- 
ager last Spring, he has raised the 
average selling unit and is now 
selling many higher-priced lines. 


~ 
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NATIONAL |. ORDER NOW! 
FQDT HEA \LTH cca: 


WEEK Ke t;, COLORED 
POSTERS 


FOOT HEALTH 
WEEK 


SIZE: 17 x 22 INCHES 
wer COLORS: APPLE GREEN AND BLACK 


ij MATRICES OF 5 for $2.00 20 for $4.50 


10 for $3.00 30 for $6.00 


6 SPECIAL 100 for $18.00 


ILLUSTRATIONS These compelling, colorful posters 


























APRIL 
27 
1934 














for Foot Health Week are a necessary part of your Foot 
Advertising 1.50 Health Week promotion! 
; ae Use them in your window displays and for store deco- 
Each set of six matrices includes a ration. Use them in the windows of vacant stores. 
reproduction of the poster, a one- Use them in conspicuous spots all over town. They 
column illustration of the slogan will give a final, powerful tie-up in any well-planned 
circle “Fitting Feet to Keep Feet promotion program. 


Fit,” and four single column il- , , 
i aidiiicineeltis man, woman, boy Why not place a quantity order for all stores in your 


and girl walking briskly, for comunumnity cooperating in 
teaser ads or “body cuts” in ads. - FOOT HEALTH WEEK 
BOOT AND SHOE RECORDER, 239 W. 39th St., New York : 


: Enclosed is check (or money order) for........................ FOOT HEALTH WEEK POSTERS, 
ere ........ Sets of Matrices of the SIX Special Foot Health Week Illustrations. 












PLEASE PRINT YOUR NAME PLEASE MAKE CHECKS PAYABLE 
AND ADDRESS CLEARLY TO BOOT AND SHOE RECORDER 














For 
Window 
Displays 








shape. 


leading retailers. 
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THE FAIRY 


Tre-ettes add that finishing touch to display that lends distinction. 
Tre-ettes give the appearance of soli 





3, 1934 





Made for Men’s and Women’s Shoes 


Besides, they keep the uppers in perfect 
d trees, but are much lighter weight and more economical. They 
are readily adaptable to any style of shoe. Used with the Fairy Half Form, they are standard equipment with 


Tre-ettes are made from Fairylite finished in mahogany, gold or black, suitable for embossing if desired. 
Furnished with heavy brass knob. Write for our booklet. 











Fairy Forms 


SHOE FORM CO., inc. 


Auburn New York 
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TRE-ETTE 1S IDEAL 


For 
Salesman’s 
Samples 





























In combination with Black Fairy Half Forms for 
forepart of shoe. $1.00 a pair. 





Better Selling Calls for Better Buying 


Some time ago, Louis Kirstein, vice- 
president of Filene’s, had an article in 
Retailing, and here’s what he had to 
say about better selling: 

“Your sales people can make your 
store a good one or a poor one in the 
eyes of the customer. ... 

“Can supplement or almost entirely 
nullify the value of the millions you 
spend for advertising... . 

“Can affect the efficiency of your 
buying staff to a tremendous degree.... 

“Can lose your shirt for you on your 
better goods or else can make your 
store headquarters for fine things. . .” 

Our sales people reflect what we 
want them to reflect; and, in my judg- 


ment, mean more to the success of our- 


business than any other one thing with 
the exception of proper buying. 

And, frankly, gentlemen, isn’t it a 
fact that when a customer walks into 
our store, she or he is conferring a 
favor on us?—and isn’t it further a 
fact that if that person walked out 
without being sold, in nine cases out of 
ten the fault lies with our selling or- 
ganization? 

Possibly you think I’m extreme—so 
let me quote you a few figures. 

Oregon State University made an 
investigation sometime ago of a number 
of customers lost by a leading store, 
and here are the figures— 








[CONTINUED FROM PAGE 15] 


Sixty-nine per cent quit that store 
because of inefficiency, indifference or 
lack of courtesy on the part of the sales 
person. 

Nine per cent had left the community. 

Twelve per cent left because they 
couldn’t be suited. 

Ten per cent were induced to trade 
elséwhere because they figured they 
were getting a better value. 

Just consider those totals, gentlemen 
—31 per cent unavoidable losses, and 
69 per cent specifically placed at the 
feet of our sales people. 

And are they to blame? Ask your- 
self if you are training your sales 
people properly. Even if you only have 
one in the store, are you taking him 
into your confidence?—are you telling 
him or her the whys and wherefores 
of your merchandising so they can in- 
telligently express it to the consumer? 
—are you trying to make them feel 
that the business is their business as 
well as your business? 

Better sales people and better retail 
selling is what we all want, but, gentle- 
men, the start of that selling begins 
with you, as the store owner, and you, 
as the store buyer—and no place else. 

How often do your people suggest 
additional merchandise to that which 
the customer came in after? Have you 
ever demonstrated to your sales people 

















Fairy Tre-ettes for use alone. 
50¢ a pair 





how to sell an extra pair of shoes? 
Two pair sales can be made. No one 
knows whether the person wants a 
second pair unless someone tries to 
sell them—but it will never be done 
by asking if they want a second pair. 

How many pairs of boudoir slippers 
do you sell to people who don’t ask for 
them—and how much polish—hosiery— 
shoe laces—shoe trees—rubbers—and 
children’s shoes—and all of the other 
various items that go to make up extra 
sales in a shoe store are sold as extra 
items, rather than being asked for? 

Believe it or not, gentlemen, a test 
was made in Wichita, Kansas. Ten 
men were given $10 apiece to go out 
and spend in a certain type of store, 
and they were to buy the one article 
that they asked for, and anything else 
that was shown to them until their 
$10 was spent—and over $90 was re- 
turned—slightly over $9 worth of 
merchandise was bought. 

Again, I urge you with every ounce 
of persuasion I have to train your sales 
people to be better sales people—train 
them to know what they are talking 
about—train them to suggest additional 
merchandise—show it—build a halo 
around it—but don’t merely say, 
“Something else?”—because the logical 





answer is “No.” 





they are insular possessions of the 
United States?” 

ANSWER: The Planning and Fair 
Practice Committee have ruled that the 
terms “domestic business” used in the 
Code apply to the continental United 
States and do not apply to insular pos- 
sessions or to foreign business. 

QUESTION: “We are selling a chain 
of stores a large volume of merchan- 
dise to whom we have given a rebate. 
The rebate has been in the form of a 
cash discount. We understand that this 
will not be permitted in the Code. What 
we wish to know is, is there anything 
in the Code that prohibits us from sell- 
ing this large customer at a lower price 
than we sell other customers where 
often credit risks are greater? There is 
also extra expense in billing, more trav- 
eling and sales expense, etc., in con- 
nection with selling smaller trade.” 

ANSWER: You are correct in your 
understanding that rebates cannot be 
given in the form of a cash discount in 
excess of 5 per cent. Regarding the 
price at which you sell merchandise to 
a large user, there is nothing in *he 
Code that prevents your fixing the price 
of your merchandise under such cir- 


cumstances. 
QUESTION: “Can we give trade dis- 


counts?” 

ANSWER: No. There is nothing in 
the Code, however, to prevent a manu- 
facturer from fixing a price on his 
merchandise; but the Planning and 
Fair Practice Committee have ruled 
that any differential should be based on 
price, not on discount, in view of neces- 
sity for strict compliance with Sub- 
paragraph “c” of Section 3, of Article 
VIII of the Code. 

QuESTION: “Are we permitted to 
make different arrangements regarding 
the allowing of freight rates to some 
of our larger customers?” 

ANSWER: We find nothing in the 
Code applying to freight rates. There 
was considerable discussion at the vari- 
ous meetings of shoe manufacturers 
regarding a suggested condition in the 
Code that all shoes should be billed 
F.O.B. factory; but there was much 
divergence of opinion. We note, how- 
ever, that you raise this question in 
connection with your inquiry regarding 
cash discounts; and we would call your 
especial attention to Sub-Paragraph 
“eo” of Section 8, of Article VIII, as 
follows: “Such terms shall not be sub- 
verted or evaded directly or indirectly 
through allowances, trade discounts, 
selling below cost, or rebates of any 
kind.” 

Question: “How shall we deter- 
mine extra charge on special cartons?” 

Answer: The Planning and Fair 
Practice Committee have approved the 
following: 

Establish the regular cost of your 
cartons, based on the grade of your 
product. Special cartons costing in ex- 
cess of your regular costs should be 
charged, either by rendering a special 
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_ Terms and Discounts Under Code 


(CONTINUED FROM PAGE 35] 


charge on the invoice for shoes or by 
adding it to the price of the shoes. The 
method of securing payment for the 
additional charge is to be determined 
by the individual manufacturer. 

Manufacturers are cautioned. how- 
ever, to be sure that proper records 
can be shown that they are in strict 
conformity with this ruling under the 
Code. 

Question: “Has there been a 
form sent out by the National Boot 
and Shoe Manufacturers Association 
for manufacturers to stamp on order 
forms and acceptances to take care of 
price increases, delayed delivery dates 
and. so forth, which might happen, due 
to our operating under the Code and 
new laws?” 

Answer: Several suggestions have 
been published in the Association’s 
Bulletins, and the Planning and Fair 
Practice Committee has approved the 
following wording: 

“The prices on this order are ac- 
cepted subject to increases, and dates 
of delivery subject to change, due to 
Federal or State laws taxing . raw, 
processed, or finished materials, or the 
sale thereof, or laws or official rulings 
affecting the present maximum work- 
ing hours, or the compensation of labor, 
or the cost of raw materials.” 


Good Rubber Business 


NAUGATUCK, CONN. — Reflecting an 
unprecedented demand for rubber foot- 
wear caused by the now-famous “Bliz- 
zard of ’34,” which buried the North- 
east under a blanket of snow deeper 
than any seen since 1888, the United 
States Rubber Co. here has already be- 
gun to receive orders calling for im- 
mediate shipment. 

Officials of the U. S. R. footwear 
division here do not expect the real 
effect of the blizzard upon waterproof 
shoe sales will be felt until next Sum- 
mer, which is the normal season for 
replenishing of wholesale warehouses. 
By July it is expected that the local 
footwear plants, devoted principally to 
production of tennis shoes during the 
winter, will be running full blast on 
waterproofs. 

The Goodyear Rubber Co., Middle- 
town, Conn., and other rubber footwear 
manufacturers in New England are 
looking forward to an exceptionally 
good Summer season because of the 
blizzard and preceding and following 
storms. A succession of mild Winters 
prior to this year cut down the rubber 
and gaiter volume, but it appears now 
that Nature is balancing things. 

Shoe retailers found some difficulty 
in replenishing stocks when the first 
wave of demand struck them immedi- 
ately after the storm, due to the fact 
that transportation facilities through- 
out Connecticut were paralyzed, but 
most merchants were able to get in 
their new stock before the following 
week-end. 








In Service to 
Missouri Merchants 
{CONTINUED FROM PAGE 13] 


behalf of the 47,000 merchants of 
that state, who are opposed to the 
principle of collecting a sales tax at 
retail. 

Mr. Gayou is no novice in asso- 
ciation work. He served as secre- 
tary of the St. Louis Shoe Retailers 
Association for three years. He or- 
ganized the Southwestern Shoe 
Retailers Association, being elected 
its secretary. In 1930 he was 
drafted by the National Shoe Re- 
tailers Association to handle the 
promotion and publicity for their 
St. Louis convention. In 1931 he 
repeated this N.S.R.A. convention 
work at Detroit. He had full man- 
agement of the St. Louis 1934 
N.S.R.A. convention and it was 
made successful largely through 
his promotion, publicity and 
performance. 

As a merchant contact he has no 
peer and he steps into a field of 
tremendous usefulness to the mer- 
chants of his home state. 

Men like George Gayou don’t 
come in pairs, so we hold on to him 
with the strong strings of friendship 
and the fraternity of the press. 





Windows for Easter 
[CONTINUED FROM PAGE 21] 


that be interesting enough to bring in 
customers and yet of an entirely dif- 
ferent theme from those of the Easter 
selling period. 

For mid-March promotion we offer 
the suggestion of the St. Patrick’s Day 
window, as illustrated herewith, not 
that the occasion offers anything worth 
considering in the way of sales possi- 
bilities, but simply because it provides 
an acceptable theme on which to pin 
a display that will be fresh, novel and 
striking enough to get notice. St. Pat- 
rick’s Day, like Palm Sunday and 
Easter, carries with it the suggestion 
of Springtime, so this display offers 
possibilities as a background for Spring 
shoes. Or it might be used as atmos- 
phere for a final showing of evening 
and formal footwear, for St. Patrick’s 
Day is still the occasion for a round 
of mid-Lenten social festivities. 





New Beverly Firm 


BEVERLY, Mass. — The Cord Shoe 
Co., located at 105 Rantoul street, has 
been incorporated with a capital of 
$75,000. The officers are: Harry Drap- 
ler, president; Henry B. Rosenthal, 
vice-president; Joseph M. Gouchberg, 


treasurer, and Isadore Strasnick, clerk. 
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Neighborhood Store 


Appeals to Children 


PASADENA, CALIF.—“The best way for 
the neighborhood store to counteract 
the pull of the big down-town store is 
to make its primary appeal to the chil- 
dren, that is the boys and girls up to 13 
or 14 years of age, and when you get 
the children you get your share of the 
mothers,” says Roy G. Johnson who 
owns two neighborhood stores in Pasa- 
dena, one at 859 Washington Street and 
one at 1307 Fair Oaks Avenue. 

“Recently,” continues Mr. Johnson, 
“TI gave my periodical theatre matinee 
party for children and gave tickets to 
1500 of them. They all had to come 
to the store and all had to write their 
names on the backs of the tickets be- 
fore handing them in at the theatre 
next door. I cooperate with the thea- 
tre proprietor and we select together 
a picture that is adapted to the plan. 
This store is alive with boys and girls 
for a week before the show and they 
no doubt talk about us for a week be- 
fore and a week after the big free 
event. 

“This is no manufacturer’s show; this 
is our own show! 

“About three weeks after such a show 
I send out postcards to all the children 
on the mailing list asking them to write 
me or to come in and tell me how they 
liked the big show. The response is 
fine. You see they like to get mail ad- 
dressed to themselves, that tickles them. 
Many write me and many come in. 

“When we get a customer we are able 
to give all the service that any down 
town store can give, both myself and 
the manager of my Fair Oaks Avenue 
store being trained in orthopedics. 

“It does not pay to make the primary 
bid for men’s trade for the men in any 
neighborhood for the most part are em- 
ployed down town and can not come in. 
Then too they have their business 
friends down town and usually ex- 
change favors. 

“In both our stores the business is 
‘60 per cent children’s business and 
-women’s patronage makes up for a good 
bit of the 40 per cent. We have some 
men’s trade of course and give them 
good shoes and good service. 

“One of our stores has been operating 
eleven years and one five years. Both 
have succeeded in holding the neighbor- 
hood folks by this primary appeal to 
boys and girls.” 


Blizzards Boost Arctic Sales 


New YorK—Snow, cold and two 
record-breaking blizzards following in 
close succession have helped shoe stores 
in the New York area to clean up their 
Winter arctic stocks, but the paralysis 
of traffic which resulted from the 
storms has interfered seriously with 
normal retail business. Thousands of 


people from suburbs and outlying sec- 
tions preferred to remain at home 
rather than risk traffic tie-ups. Subur- 
‘ban and community stores have bene- 
fited to a considerable degree by these 
-conditions. 


March 3, 





1934 








STITCHES 


Eighteen stitches, or less, is enough to close 
the seams on the uppers of a pair of women’s 
novelty shoes. An ordinary needle, as used 
in shoe stitching, cuts a hole 1/32 of an inch 
in diameter in the leather. If 32 stitches were 
taken to an inch, an inch of leather would be 
cut away, and there would be nothing to hold 
the stitches. Often, the quality of shoes may 
os judged by the way that stitches set in the 
eather. 
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Gets Army Contract 


WORCESTER, Mass.— The _ Federal 
government has awarded the Joseph M. 
Herman Shoe Co. a contract to make 
225,000 pairs of army shoes at $2.77 
per pair, according to word received 
here. The contract calls for the shoes 
to be completed by June 1. 

The firm has been operating on day 
and night shifts for several weeks turn- 
ing out 85,000 pairs of shoes for the 
Army, 60,000 pairs for the Navy and 
34,000 for the Marines. About 800 per- 
sons from Millis and surrounding towns 
are employed on the day shift and 
about 150 on the night shift. 

With the new contract the firm will 
continue on the same schedule, and no 
additional help will be employed, it was 
stated. 


Store Sponsors Ball Team 


PorRTLAND, OrRE.— Plans are being 
made for the Reliable Shoe Store, open- 
ing a fine Fourth Avenue shoe salon for 
men this February here, to sponsor a 
crack baseball nine this Summer. They 
will enter a team of pennant-material 
in the Intercity League. The players 
will be under the direction of Don Leav- 
ens, of the Reliable shoe store, who will 
train them for the championship of the 
League. Catering to men and boys, the 
store will extend its influence and pop- 
ularity with this class of patronage, 
by providing baseball sportsmanship 
and entertainment, chiefly for such 
followers. 





The New Store and the Established 
Store, Alike, Rely on the Recorder 


It seems, in the past twelve years, dur- 
ing which time I have been a steady reader 
of your splendid publication, every time | 
require advice or suggestions, I can count 
on your capable staff for same. 

At this time, 1 come again to you with a 
problem. I am making plans for expan- 
sion, by taking over a larger store than what 
we have at the present time, and am writ- 
ing you for some suggestions as to layout. 

M. H. Samuels, New Haven, Conn. 


AAA 


After receiving your valuable BOOT & 
SHOE RECORDER for the past six 
years as a manager, I certainly would not 
think of being without it now, when I am 
about to enter the retail shoe business on 
my own. 

Samuel Jacobs, Massillon, O. 
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New Fabric 


Cuicaco, ILu.—“Ribalin is a trade- 
mark name and is copyrighted,” said 
Julius Goldberg of O’Connor & Gold- 
berg. “A fabric with a swirl—soft, 
pliable, comfortable, cleanable and a 
treat to the eye,” are a few of the lead- 
ing points that “Ribalin,” the swankey 
new material just released by this 
house claims for itself. 

There is nothing slow about “Riba- 
lin,” for it comes in eighty different 
styles and models, pretty nearly choice 
enough for the gal who is hot-footing 
it after something brand new from 
which to select the color range—grey, 
black, blue, beige and white—with, of 
course, an endless variety of shades 
that the whites can be tinted. This 
material responds cordially to a soap- 
and-water treatment, which is a decided 
advantage during the tricky spring 
weather to which Chicago is usually 
subjected. 


Show Sales Gain 


BurFaLo, N. Y.—Confident there wil! 
be a marked revival in consumed de- 
mand for better shoes for Spring, espe- 
cially lines priced above $10, The Klein- 
hans Co. reports that it will more than 
double the number of styles to be car- 
ried in nationally advertised brands of 
men’s footwear at $12.50 or more. For 
several years the store has restricted 
its stock of higher priced shoes to a 
limited number of styles. Shoe busi- 
ness at The Kleinhans Co. during the 
last quarter of the fiscal year which 
ended Jan. 31 was reported to be close 
to 25 per cent larger than for the cor- 
responding period a year ago, and Feb- 
ruary sales were said to have shown 
even a greater gain. 





Herbruck’s to Move 

CANTON, OHIO — Herbruck’s men’s 
store here for several years located at 
400 Market Avenue N, will move soon 
to a new location south of its present 
store at 334 Market Avenue N, where 
the men’s shoe department will be 
greatly enlarged. The firm is one of 
Canton’s oldest exclusive men’s stores 
and for years has maintained a men’s 
footwear department. 


Murray’s Shoe Shop 


NEW BRITAIN, CONN.—Murray Baum- 
ritter and David Reisman have opened 
Murray’s Shoe Shop at 351 Main street. 
this city, featuring full lines of men’s, 
women’s and children’s shoes. Mr. Reis- 
man formerly conducted Reisman’s 
Boot Shop at 7512 Fifth avenue, New 
York City, for 17 years. 


Opens Store 


BuFraLo, N. Y.—Anthony V. Kurek 
has opened a retail women’s footwear 
shop at 1053 Broadway under the 
name Teekays Smart Shoes. 
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by specifying 


FITZ-ON 


removable 


TOP-LIFTS 


Fitz-ONn tops are wanted by every woman 
who sees them. 


s 
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They are entirely practical, and longer wearing 
than most other tops. 


They are available on shoes carrying any style 
of Cuban or Louis wood heels. 


Fitz-On top refilis are not sold by cobblers — 
women can get them only from stores selling 
Fitz-On equipped shoes. 


The first retailers to seli shoes with Fitz-On tops 
in each city are reaping a tremendous sales 
advantage. 


Your shoe manufacturer can supply them upon 
demand at less extra cost than the profit on one 
sale of refills—the average is nearly three such 
sales for each pair of shoes. 





Y 


FITZ-ON SALES CORPORATION FRED W. MEARS HEEL CO. Inc. 
356 Franklin Street 140 Federal Street 


WORCESTER MASSACHUSETTS BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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Schiff Increases Dividend 


COLUMBUS, OHIO — The Schiff Co., 
which operates a chain of 196 retail 
shoe stores in Eastern, Middle West, 
and Southern states, has resumed the 
former dividend rate of 50 cents quar- 
terly per share on the common stock. 
This action was taken by the board of 
directors Feb. 16. Recent increases in 
sales, together with brighter prospects, 
have caused the directors to believe that 
the former dividend of $2 per year on 
the 99,000 shares of common stock will 
be maintained. The dividend will be 
paid March 15 to stockholders of record 
Feb. 28. At the same time the usual 
dividend of $1.75 per share on the 
slightly more than 9000 shares of pre- 
ferred stock was declared. This is 
quarterly dividend and payable March 
15. 





Detroit R.S.D.A. to Meet 


DETROIT, MicH.—Annual election of 
officers by the Detroit Retail Shoe Deal- 
ers Association has been scheduled for 
March 13 at the Fort Shelby Hotel. The 
meeting will be preceded by a banquet, 
and will be the biggest local shoe event 
of the year, according to present of- 
ficers. A number of very prominent 
speakers, both within and without the 
industry, are being scheduled for the 
evening. 

A nominating committee was ap- 
pointed this week to present the names 
of the association’s new officers. The 
committee includes: Stephen Jay, of 
Fyfe’s, chairman; Adolph Goetz, of 
Russek’s; and Walter Parker, of Grand 
River Shoe Store. 





Administration Member 


WASHINGTON, D. C.—Cleon R. John- 
son has been appointed by General 
Hugh S. Johnson as the Administration 
member of the Code Authority for 
the Wooden Heel Industry, according 
to an announcement made by the Na- 
tional Recovery Administrator. 








H. C. Godman Reorganizes 


CoLumMBus, OH10—The plan of re- 
organization of the H. C. Godman Co., 
as outlined by the board of directors 
a week previously, was unanimously 
approved by the stockholders at the 
annual meeting held at the company’s 
office Feb. 20. This plan calls for a 
contribution of $1,000,000 to the sur- 
plus fund by common shareholders by 
a reduction of that amount in the 
stated value of their stock. 

Dividends on both the first and sec- 
ond preferred shares, which have ac- 
cumulated are to be paid in full. The 
dividends on the first preferred, 
amounting to $54,000, will be paid in 
cash, while those of the second pre- 
ferred, amounting to $274,653, will be 
paid, one-half in cash and the other 
half in second preferred stock. Cash 
which has accumulated over and above 
the amount anticipated for the needs 
of the company’s operations is sufficient 
to pay these cash dividends, and also to 
resume payment on the first preferred. 
The reduction in the stated value of 
the common stock will permit of the 
payment of the stock dividends on the 
second preferred. 

Under the plan, dividends of the first 
preferred will be paid quarterly in 
cash, the stock redeemable at $105. 
Dividends on the second preferred also 
will be paid quarterly, with this stock 
redeemable in whole or in part at $100. 

The new capital is $4,856,804.25, in- 
cluding 3000 shares of first preferred, 
at $300,000; 35,568 shares of second 
preferred at $3,556,804.25, and 171,174 
shares of common at $1,000,000. 

Fred A. Miller was reelected presi- 
dent; T. E. Kavanaugh, vice-president 
and treasurer; M. J. Wallace, secretary, 
and J. L. Davis, assistant secretary. 





FOOT HEALTH WEEK 
APRIL 2-7 











Shoe Club Meeting 


CoLumBus, OH1I0—More than 60 at- 
tended the regular meeting of the Co- 
lumbus Shoe Club held at the club 
rooms in the Deshler-Wallick Hotel, 
Feb. 20, when 20 new members were 
voted in. 

President Stark Altmaier announced 
the following on the executive commit- 
tee for the coming year: William Eas- 
ton and H. T. Hanberg, representing 
chain stores; Ellsworth Griener and 
Dick Mahanna representing independ- 
ent stores, and Joe M. Ryan and Al 
Evans representing department stores. 

C. E. Dittmer, assistant director of 
the Ohio Council of Retail Merchants, 
spoke on the benefits of organization 
and urged all of those present to at- 
tend the annual convention of the Ohio 
Retail Shoe Dealers’ Association. Joe 
M. Ryan, president of the Ohio associ- 
ation, also spoke. The next meeting 
will be March 20. 





Toledo R.S.D.A. Entertains 


ToLepO, OHIO—A special program of 
entertainment consisting of musical 
numbers, dancing, etc., was given at 
an open meeting of the Toledo Retail 
Shoe Dealers’ Association. Two hun- 
dred people attended. The program 
was arranged by the entertainment 
committee, consisting of C. L. Klock, 
Walter Wood and Wilbur Hoskin. 





Opens Branch 


BALTIMORE, Mp.—M. Siegel & Son, 
“The Reliable Store,” operators of a 
combined men’s shoe and furnishings 
store at 575 N. Gay Street, will open a 
bianch store at 3512 Eastern Avenue 
early in March. The concern main- 
tains an agency for the W. L. Douglas 
shoe, and is the only store to carry the 
Douglas shoe in the Gay Street busi- 
ness section, which, next to the down- 
town section, is the most important in 
the city. 
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During Twenty Years of Constant Progress Ault-Williamson 
Shoe Co. has adopted every worthwhile improvement in Turn 
shoemaking and merchandising. Quality has never changed 
but to IMPROVE. Our Steady Progress over Twenty Years 
is due not only to natural sales value of dependable Turn 
footwear—always outstanding for flexibility and foot comfort, 
but, also, to sound manufacturing advances and recognition 
that mutual interests exist between retailer and manufacturer. 


For 1934 we present America’s Most Complete Turn line in our 
grades—more than SEVENTY STYLES IN STOCK—priced 
right to sell at retail with a long profit for you. 


Let our sales representative in your territory help you build 
a profitable Turn Shoe Department for 1934. Write for the 
NEW SPRING CATALOG showing these dependable quality 
Constant Comfort Shoes—plus Constant Comfort Arch Turns 
with Arch Supporting Cottage Shank and the new patterns in 
Stylite Dress Turns. 


Send your trial order or catalog request today—NOW! 





& 
No. 446——Plain Toe Cut- No. 150—Black Kid Five 
out Oxford; 60 last; 13/8 Eyelet Open Throat Tie; 
heel; In Stock A to EE. 39 last; 13/8 heel; In 
8 to E. Price 


Price $2.25 

No. 146—Same as above 
on 86 last; 10/8 heel; 
In Stock C to E. Price 
$2.25 


tock 
25 
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Dr. Scholl Returns From Trip 
to Europe 


Cuicaco, Inu.—Dr. Wm. M. Scholl, 
president of the Scholl Mfg. Co., Inc., 
has returned from Europe. He attended 
the Scholl International Convention 
which was held in London from January 
2to12. Among those present were Mr. 
Frank J. Scholl, manager of the fac- 
tory in London and managing director 
of all European branches, as well as 
Dr. Scholl’s organization managers, 
dealers and distributors from England, 
France, Italy, Germany, Austria, Spain, 
Holland, Belgium, Poland, Denmark 
and other European countries, as well 
as representatives from Egypt and 
Palestine. 

Dr. Scholl made calls on branch man- 
agers and agents of the company bear- 
ing his name, and whose products are 
worn and used in every civilized coun- 
try where shoes, boots or sandals are 
worn. A careful inspection was made 
of his European factories, including 
those at London, and Frankfurt, Ger- 
many. 

Dr. Scholl expressed great satisfac- 
tion with his visits and with the vast 
amount of good that was accomplished. 
The success of American advertising, 
merchandising and marketing was com- 
pared to the success in other countries. 
New methods were introduced, new 
plans formulated, new items will be in- 
troduced to foot sufferers of other na- 
tions as they are now being introduced 
to Americans. 

The head of this far reaching organ- 
ization, with branches, agents and dis- 
tributors in every civilized country, has 
many years ago proved his right to the 
reputation attached to his name as the 
world’s greatest foot comfort authority 
and pioneer. Regular contact with the 
branches of his organization and with 
his personnel makes him deserving of 
the success which the sale of his prod- 
ucts is enjoying. 

By plane, zeppelin, train and car, 
wherever Dr. Scholl’s Aids for the Feet 
are sold, this pioneer in foot comfort 
keeps constant personal contact with 
the personnel of his ““World’s Foot Com- 
fort Headquarters.” 


Style Note 


Houston, Tpx.—“Business is going 
steadily upward,” said Mr. Tuffley, of 
Krupp & Tuffley’s. “Of course, the 
spring weather is a help in the new 
spring footwear sales, but the shoe 
trade generally is good. Our best sell- 
ers in the new spring shoes are white, 
which promises to lead shortly, with 
blues holding a close second. Very few 
grays are being called for, yet this 
color will always have some adherents, 
and the conventional blacks are always 
popular to an extent. Sport styles are 
leading, with the low heels, and the new 
tweed leather effects are good for suit. 
wear, but the spring and summer de- 
mands seem to lean toward the white 
shoe for almost all occasions.” 
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Nurse Shoe Promotion 


CHICAGO, ILL. — Four hundred pairs 
of shoes sold in the last three weeks as 
the result of a far sighted promotion 
plan begun last March, shows that 
starting a good idea on its way and 
keeping everlastingly after it brings re- 
sults. Last Spring A. Sachs of the Bos- 
ton store started a promotion plan to 
interest superintendents of hospitals 
and nurses in his women’s shoe depart- 
ment. This active campaign was fol- 
lowed up by personal calls in June, and 
again in September, which very definite- 
ly kept a close tab on this profitable 
trade. Both superintendents and nurses 
became interested in the store as the 
result of this campaign and came back 
for their second pair. The opening of 
a new term in the training schools pre- 
sented a gilt-edged opportunity to reap 
legitimate fruitage on plenty of good 
hard work. The four hundred pairs of 
shoes referred to above were sold to 
these nurses just entering training and 
an order of three hundred more is on 
its way. 

A very accurate record is kept of this 
campaign and the files show that the 
tide has begun to turn and that the 
hospital trade has begun to come to this 
department instead of the department 
having to do all the “go getting.” The 
other day thirteen nurses paid an en- 
semble visit accompanied by a note from 
the superintendent asking that certain 
personal checks be honored in payment. 
Many letters and orders come in, which 
are all answered by courteous personal 
letters. 

This successful campaign has been 
built up, Mr. Sachs says, on the basis 
of good-will, courtesy and fair play. He 
also pointed out that one factor that 
helped to put the idea over was that 
the shoes sold were a nationally known 
brand, which already had the confidence 
of the purchaser as to its comfort and 
wear. 





FOOT CONSCIOUS 


Paul Krippendorf, inventor of shoe machinery 
and authority on the fit of shoes, has gone to 
Florida to see how feet look in the new sandals. 
In the Summer, he observes feet on Lynn 
beach. He says that beach life, and swimming, 
is making a multitude foot conscious. 





Blue Spring 


SALT LAKE City, UTAH—It looks like 
a “Blue Spring” in Salt Lake! Lynn 
Knowles, manager of the Walk-Over 
Shoe Store reports that blues are keep- 
ing a steady pace with black patent 
leathers in plain and ventilated effects 
in eyelet tie oxfords. 

W. N. Woods, manager of Maykoff’s 
Classic Shop’s shoe department reports 
blue shoes in most popular demand. In 
Auerbach’s announcement for Spring, 
blues were given prominent mention. 
“Blues,” however, seem restricted to 
shoes, for department managers are 
anything but blue as they look into the 
future. 
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» TRADE DOINGS 4 





Heels and Sandals 


CuicaGo, ILu.—‘‘We’re buying some- 
thing of everything right now,” says A. 
Silverman at I. Miller and Sons. 
“We’ve got to be ready for the break 
if it comes, and if it doesn’t—well, we 
figure we’re no worse off.” 

Among the “everything” are a lot of 
low-heeled numbers, some 15/8 and 
some lower. “These must be styled 
just like the high-heeled shoes,” says 
Mr. Silverman, “and must have a defi- 
nite fashion appeal. Also, the low-heel 
fan must have plenty of choice in color, 
material and design if this smart vogue 
is to go across big and make the much- 
wanted and looked-for extra sales. 
Women are definitely interested in low 
heels and are willing to buy if the style 
appeal catches their eye and sufficient 
variety gives them a choice. 

Open-toe sandals are being carefully 
watched here. As yet, this house hasn’t 
been willing to gamble on these high 
steppers in their grade of merchandise. 
However, open sandals (not the toe- 
less variety) are becoming a year- 
round selling item with this house.” 





Dramatizes Fitting Service 


DAVENPORT, IOwA—When C. H. Con- 
ner, manager of the shoe department of 
the Peterson-Harned-Von Maur depart- 
ment store, was casting about for strik- 
ing points with which to dramatize a 
month’s campaign on fitting service, he 
discovered that the personnel of six, 
including himself, boasted more than a 
century of shoe-fitting experience. 

This experience—the exact total is 
103 years—will be one of four major 
ideas flashed to prospective customers 
from large red, black-and-white signs 
arranged at advantageous points in the 
department and from newspaper adver- 
tising. The other points are (1) dou- 
ble-checking by X-ray machines, and 
guaranteeing of every fit; (2) featur- 
ing of makes of shoes nationally known 
and recognized for fit; (3) complete- 
ness of size range in all brands offered. 





Customers Easy to Please 


DeNveR, CoLo.—The Rosenstein 
Bros. Shoe Co., operators of seven 
stores in Colorado and Arizona, will 
raise retail prices from 50 cents to a 
dollar on every Spring shoe, according 
to President H. W. Rosenstein. ‘We 
feel that Denver in particular has 
come to the point of wanting better 
shoes, and we are going to supply 
them,” says Rosentein. “Right now we 
are finding customers easier to please 
than at any other time in several years. 
They have come to the point of think- 
ing in terms of actual value rather 
than price alone; they are becoming 
more reasonable in every respect.” 
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Novel Anniversary Stunt 


DENVER, CoLO.—Business was in- 
creased nearly 15 per cent over the cor- 
responding period of last year by a 
two weeks, 41st anniversary sale re- 
cently conducted by Broadhurst, Inc. 


Newspaper advertisements and win- 
dow displays used during the staging 
of the event were very unusual and at- 
tracted widespread and interested at- 
tention. The firm was established in 
1893 under the name of “Broadhurst & 
Barnett,” the first few newspaper ad- 
vertisements were published in the old 
Denver Republican. The original files 
of the paper were displayed in the win- 
dow and the paper was opened to the 
page on which the ad had been placed. 

The opening-day advertisement was 
reproduced in an ad on the event pub- 
lished in The News, and a different ad, 
also run in 1893, was reproduced in an- 
other advertisement carried in the Den- 
ver Post. The one republished in the 
Post was very brief in length, reading: 
“New Shoe For Gentlemen—It is so 
unlike the old lace and congress shoe 
so long worn, that it sells at sight. It 
is a button shoe—with five extra-large 
buttons made of the very best patent 
leather, fine diagonal cloth tops, picca- 
dilly toe, hand sewed, the latest and 
most stylish shoe for this season.” 





Big Sale Days 


GLENDALE, CAL.—Courtesy days in 
the Brownbilt shoe store, owned by 
James Helt, run on the average 50 
per cent above actual sales days in 
volume. 

Mr. Helt has every customer sign a 
register and then when he plans a 
clearance or other type of stock reduc- 
tion sale he sends out postcards, regu- 
lar government postcards, to all such 
customers extending to them a three- 
day courtesy period in advance of the 
sale advertisements when they may 
come in and buy shoes at the impend- 
ing sale prices. Each of the three 
courtesy days preceding the January 
clearance this year ran 50 per cent 
above any one of the ten-sale days 
and the sale was itself a successful 
event. 

A point to remember is that this is 
a cash store, so the courtesy days are 
not complimentary to “charge accounts” 
as are most courtesy days in depart- 
ment stores. 


Good Easter Windows 


DENVER, CoLO.—Bright yellow back- 
grounds made of corrugated paper were 
used by the Best Shoe Co. here last 
year in two exceptionally attractive 
Easter windows. This material covered 
the whole back wall from top to bottom, 
The background was divided into panels 
by strips of green. Across the whole was 
written “Easter Footwear” in large let- 
ters of blue, with a strip of white in 
between. An ordinary stand display of 
Easter shoes was used in front. 











No one really wants 


half a heel.. 


when he can get the 
entire heel? 


That’s one of the convincing selling arguments for 
shoes equipped with PANCO STA-TITE HEELS. 
Double wearing depth makes them popular with 


the customer. 
( 


Wearing depth of ordinary heel Wearing depth of Panco Sta-tite 


He likes their other qualities too . . . neat, distinc- 
tive design . . . absence of nail holes to track dirt 
. +» permanently snug, tight joint at the heel base 
which is the result of our exclusive, patented 
construction. 


PANTHER PANCO CO. 


IPANC O 


STA-TITE 
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Teaches Art of Shopping 


SEATTLE, WASH.—How to buy so as 
to get all the best of the bargain, what 
to look for in values, and how to detect 
shoddy merchandising, represents the 
new shopping service featured at the 
large department store of Frederick & 
Nelson, Seattle unit of the Marshall 
Field organization, this February. Miss 
Jesse Caplin has been demonstrating 
how to get one’s money’s worth these 
days. She is a merchandise authority, 
and thoroughly explained to hordes of 
Seattle shoppers how to distinguish be- 
tween real quality and the lack of it. 
Particularly elucidating were her dem- 
onstrations at the special exhibit of 
hosiery. Centering attention on foot- 
wear and legwear, she explained how 
to tell the difference between the pair 
of stockings that will stand the strain 
of only one evening’s brief wear and 
the kind that will give genuine service. 





George Middleton Appointed 


PORTLAND, ORE. — W. M. Smith, the 
Northwest manager of the footwear di- 
vision of the United States Rubber 
Company, has announced appointment 
of George Middleton as assistant man- 
ager of the footwear department of the 
national rubber corporation, with head- 
quarters here. Mr. Middleton has been 
associated with this large rubber or- 
ganization for the past dozen years in 
California and Nevada, and brings 
first-hand knowledge of Western condi- 
tions to his new post in Portland. In- 
cidentally, it was reported in the Pacific 
Northwest, that the business of the 
United States in January was three 
times the volume enjoyed during the 
month of January 1933 by the company. 





Reenters Retailing 


WINNER, S. D.—Frank Werner has 
reentered the retail shoe business in 
this city after an absence of two years. 
His store is called Werner’s Shoe Store. 
Werner started his first shoe store here 
ten years ago. He sold out in June, 
1932. The new store is featuring na- 
tionally advertised shoes and hosiery 
in the top grades. 





Jacobs Enters Business 


MASSILLON, OHIO — Samuel Jacobs, 
associated with the Louis Ostrov Shoe 
Co. for the past six years as manager 
of the Boston Store, is going into busi- 
ness partnership with Max K. Adelman, 
another former manager of the same 
branch. They are to operate strictly a 
men’s store under the name Jaman’s, 
and to carry a nationally advertised 
line of shoes. They are expecting to be 
open for business on the first of March. 


—————————E 
FOOT HEALTH WEEK 


APRIL 2-7 
——— 
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THE LASTS 


must be 


CORRECT 


Shoes that fit well must be made over 





lasts correctly designed and precisely made. 


Lasts, with the wood in the right place, 
form the essential background for every type 


of properly fitted and comfortable shoes. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 
Men’s Shoes 


6 6 8 


The 


Old Serco: 


MEN'S FINE SHOES 
OLD COLONY SHOE CO. ®ROCKTON 


K BOSTON 
mareriége Bids. 10 High Bt. 


Shoes Now Retail $9 to $20 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y. 






























CUSHION SHOES 

FOR MEN 
J. P. SMITH SHOE CO. 

Chicago, ltl. 

Both lines carried in stock. 
FOR WOMEN 

THE JOHN EBBERTS SHOE CO., Inc. 

Buffalo, N. Y. 
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WHERE TO BUY 


Riding Boots 


8 8 hE 


\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 
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THE SELLING END 





O’Brien Makes Change 


OMAHA, NEB. — The O’Brien Boot- 
erie, in operation at 1619 Howard Street 
for the last five years, has “closed up 
shop.” O’Brien will take charge of the 
Thomas Kirkpatrick & Company’s sec- 
ond floor shoe department, succeeding 
H. G. MacDonald, who has been with 
the department store as shoe manager 
and buyer for three years. MacDonald 
goes to Minneapolis where he will take 
charge of the new department of the 
Donaldson Co. Beauty is given the new 
department by decorations, floor cover- 
ings and draperies in Spanish effect. 





Takes Moulton, Bartley Line 


B. K. Farnham, whose New York 
City office is in the Marbridge Building 
and whose sales territory includes the 
states of New York, New Jersey and 
New England, has taken on the Moul- 
ton, Bartley, Inc., line. This is in addi- 
tion to the Juvenile Shoe Corp. line 
which he is selling. Mr. Farnham has 
covered this territory for the past forty 


years and is very well liked in the trade. 





Davis With J. P. Smith 


ATLANTA, GA. — William J. Davis, 
formerly with the Marion Shoe Co., 
Marion, Ohio, is now making his first 
trip through Southern territory for his 
new firm, the J. B. Smith Shoe Co., of 
Chicago, Ill. 





» STORE CHANGES 4 





Takes Larger Store 
Yonkers, N. Y.—The Capitol Shoe 


Stores, Lewis Devans owner, have out- 
grown their quarters at 206 New Main 
Street, and have moved to larger and 
more centrally located quarters at 143 
New Main Street. This progressive 
shoe store intends to add to their pres- 
ent popular low-priced line of family 
footwear a line of men’s and women’s 
footwear, retailing up to $5.00 and 
children’s shoes up to $3.50. 

In the short period of three years 
the Capitol Shoe Stores have found it 
necessary to seek larger quarters. 
Lewis Devans, the owner, is well known 
in Yonkers and has a large following, 
through his previous connection with 
his father, A. Devinsky, who has been 
in the shoe business for over 30 years 
in this city. 





New Department 


GLENDALE, CaL.—H. E. Derfelt, for- 
merly in the shoe department in the 
San Pedro store as assistant manager, 
is the manager of the shoe department 
in the new Montgomery Ward store re- 
cently opened here. There are 24 chairs 
in the new store. 





Walk-Over Store Moves 

SPRINGFIELD, Mass. — Walk-Over 
Shoe Store of Springfield, Inc., will 
move about March 15 from its present 
location at 1558 Main Street to 10 Har- 
rison Avenue, wh2re it will have a 
men’s shoe store connected by an arcade 
to be built frora there to the rear end of 
the J. B. Wilson Co. store at 1415 Main 
Street, in which Walk-Over has con- 
ducted a women’s shoe department for 
some time. An addition is to be built on 
the rear of the Wilson store to give the 
shoe department more space and bring 
into close proximity to the new men’s 
store. 


New Store For Men 


CLEVELAND, OHI0O—The recently 
formed Monarch Shoe Co. has just 
opened a store at 847 Prospect Avenue 
in a location formerly occupied by the 
Newark Shoe Co. Principals of the 
concern include Ralph and Lou Nathan- 
son and R. C. (Bob) Ronsky, who was 
formerly connected with the Halle Bros. 
Co. shoe department. Mr. Ronsky is 
managing the store. 

They will feature Friendly and For- 
tune footwear for men, carrying shoes 
at $3, $4, $5 and $6. The store is at- 
tractively decorated in ivory and olive 
green, with open shelves and club chair 
furnishings. 


Enlarges Store 


PASADENA, CAL.—The Johnson shoe 
store at 859 Washington Street, Pasa- 
dena, has been enlarged about one-third 
in floor area by the addition of a mez- 
zanine floor. Roy G. Johnson, the pro- 
prietor, who has another store at 1307 
Fair Oaks Avenue, has personally taken 
charge of the Washington Street store 
since enlarging it and placed James 
Thomas, formerly his assistant man- 
ager, in charge of the Fair Oaks Ave- 
nue store. The latter store has re- 
cently been improved by the addition 
of modern plate glass show windows. 





New Unit Added 


Los ANGELES, CAL.—The Fair Shoe 
Stores with units at 2910 and 2006 
Whittier Boulevard have purchased the 
Boulevard Shoe Store at 4718 Whit- 
tier Boulevard, a 24-chair family shoe 
store in the medium price field. Max 
Bledsteen one of the two brothers who 
own the stores, is manager. Several 
improvements both in furniture and fix- 
tures and in window arrangement are 
being made. The boys hope to add a 
few more units to their little chain as 
soon as good locations can be found. 





Sells Store 


ANSONIA, CONN.—The shoe business 
of Hyman Rogoff at 427 Main Street 
has been transferred by Mr. Rogoff to 
Joseph Weisbach, according to a bill 
of sale filed recently. 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 


(atants’ Seft Soles...6-3 

intermediates ........ 1-5 

Flexible Hard Seles. ..2-8 
=e In-Btoob 


RS. DAY'S IDEAL BABY 
= SHOE Co. 
Locust St. 














HERBST SHOE MFG. CO. 
MILWAUKEE, WIS. 





LANE BROS. CO., Boston, Mass. 
NEW ENGLAND STATES DISTRIBUTORS 








A FIRST WALKING SHOE 


worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected 
leathers and findings, 
particular workmanship 
and fine fitting styles 
are a profitable line for 
the retailer. High shoes, 
oxfords, one straps and 
sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
atent leather. 
mmediate de- 
livery. Write 
for prices. 
SWAN SHOE CO., INC. 
Baltimore, Md. 
New York Office—705 Marbridge Bldg. 


CHILD Life 


FINE GOODYEAR y, | 
EL 









ONE 
STRAP 


















Ts 





—for Infants, 
Children, 
Misses, 
Young La- 
dies. 


Smartest Patterns. 
genoa ed Values. 
Be sure to see Spring 
Line! ‘New IN STOCK 
Catalog. 























CHILD LIFE 
SHOE MFG. CO. 
MILWAUKEE, WIS. 








Store Moves 


PASADENA, CAL.—The A. B. Payne 
Department Store, which recently 
moved to 2701-3 North Broadway, has 
greatly enlarged the shoe department 
and has adopted the practice of shoe 
displays in all parts of the store with 
twice the amount of window space 
given to shoes. The result, according 
to A. B. Payne, owner of the store and 
manager of the shoe department, is an 
increase in shoe sales of more than 180 
per cent over last year. 





Charleroi Store Reorganizes 


CHARLEROI, Pa.—Julius Smith, for- 
merly of Ambridge, Pa., has purchased 
the entire stock of Lester’s Shoe Store. 
He plans to clean out this stock at once 
together with the stock of the Marie 
Ellen Shop of Ambridge. Following 
the completion of the sale, the new pro- 
prietor will open a modern shoe estab- 
lishment here at the former location 
of the Lester’s Store. 





Department Enlarged 


Los ANGELES, CAL.—Through a re- 
arrangement of departments the popu- 
lar price shoe department headed by 
Leo C. Mansfield in the Walker’s de- 
partment store here, has been enlarged 
and given a better location. 

Walker’s recently took over the 
Marty’s department store at Long 
Beach, a store in which four depart- 
ments are operating at the present time. 





Converts Bank Into Store 


SAFFORD, ARIZ.—J. Green, proprietor 
of the J. Green Shoe and Clothing store 
here, recently purchased the building of 
the defunct Bank of Safford, the pur- 
chase price being $6,500 cash. Several 
thousand dollars are being expended on 
a remodeling program after which the 
location will be used as a large, modern 
store by the owner featuring shoes for 
the family and general clothing. 





New Store 


SouTH PASADENA, CALIF.—A new 
family shoe store featuring popular 
prices in men’s, women’s and children’s 
shoes has been epened at 903 Fair Oaks 
Avenue by Max Gorenstein. Mr. 
Gorenstein was formerly proprietor of 
the San Gabriel Department Store. 





Incorporates Store 


BrIsToL, CONN.—Edward Riccio, pro- 
prietor of Riccio’s Shoe Store, 75 Main 
Street, has formed a corporation to 
carry on his business, under the name 
of Riccio’s Shoe Store, Inc. Authorized 
capital is $50,000, of which $4,500 is 
paid in. Incorporators are Edward, 
Argela M. and Joseph Riccio. 
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Department Enlarging 


Los. ANGELES, CaLir.—General en- 
largement plans in the Globe Depart- 
ment Store at 5102 S. Broadway will 
give the shoe department greatly en- 
larged space before the Easter rush. 

According to Frank Hedlund, buyer 
and manager, sales in 1933 were twen- 
ty-five per cent above those of 1932 and 
to date 1934 is approximately twenty- 
five per cent above 1933. The depart- 
ment takes care of the needs of the 
whole family in the medium and better 
grade shoes. The store as a whole is 
one of the largest suburban department 
stores in the city. 





Leases Shoe Department 


OMAHA, NEB.—William Patton, for- 
merly in partnership with John G. 
O’Brien in the O’Brien Shoe Shop, has 
joined Mr. O’Brien in the management 
of the shoe department of Thos. Kil- 
patrick & Co. This department is on 
the second floor and has one of the 
most beautiful departments in Omaha. 
The two men will share responsibility 
equally. 





Buys Large Plot 


PORTLAND, ORE.—A. M. Mickel, prom- 
inent shoe wholesaler of this city, has 
purchased the four story building with 
55 feet frontage on Southwest Morrison 
Street near First Avenue, which he has 
occupied for his shoe headquarters for 
the past several months. It represents 
the first real estate transaction of im- 
portance in the city since the first of 
the year. Mr. Mickel will make a large 
financial outlay for the extensive re- 
modeling of this new property, and will 
install a number of modern improve- 
ments in his acquisition. 


Phoenix Store Moves 


PHOENIX, ArIz.—Shoeland, operated 
by College Boot Shops, Inc., at 31 West 
Washington street, will move within 
the next two weeks to larger and more 
suitable store quarters at 30 East 
Washington street. The store features 
the Enna Jettick line for women. 
Men’s shoes are also carried in stock. 





New Fort Worth Store 


Fort WortTH, Tex.—Paul’s Shoes 
have returned to Fort Worth, after an 
absence of several years, with the open- 
ing of the new and larger store at 606 
Houston street, this month. Frank 
Zaner, formerly manager of Paul’s in 
San Antonio, is manager of the local 
store. 





Rateau Makes Change 


Datuas, Tex—P. L. Rateau has 
come to Dallas from New Orleans to 
manage Burts Shoe Store. He has been 
connected with this organization for the 
last five years. 
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A Store Fitted for Service 


ROCKVILLE CENTER, L. I.—There is 
rather a unique shoe concern in this 
relatively small Long Island town, in 
its ability to satisfy the foot needs of 
almost any individual. Edward A. Lutz 
and his brother, John J., whom you see 
standing in front of this establishment, 
are the proud proprietors and have 
been in Rockville Center for thirteen 
years. Throughout this period, well 
serving the community of which they 
are a part. 





= 


The Lutz brothers in front of their store 


The J. & E. Lutz concern have been 
dealing in high-grade shoes ever since 
their inception, and theirs is a large 
and varied assortment. Odd sizes to 
fit peculiarly-shaped feet is one of 
their specialties. Not many stores out- 
side of the great metropolitan centers 
can boast of having on hand as many 
odd sizes, especially the larger ones not 
in regular demand, as does this store. 

“A shoe for every foot ailment” is 
one of their slogans, and judging from 
their stock, they live up to this motto. 
The J. and E. Lutz concern carries 
shoes of many manufacturers. More 
than just one or two makes for each 
type of shoe for men, women, and 
children and all of the shoes are of the 
highest grade and of long-standing 
reputation. 

Quality in capital letters is what the 
Lutz brothers endeavor to give their 


patrons, who hail from every village in| 


Nassau county. And when one has 
quality, plus a wide range of sizes 
(they stock their shoes from AAAAAA, 
to EEE, wide, and carry sizes from 3 
to 10), plus a desire to please by courte- 
ous service, one has a business. 

Much of the Lutz brothers’ reputa- 
tion has been gained by word of mouth, 
but this has not obscured to them the 
value of newspaper, and other adver- 
tising. 

They are thorough believers in this 
method of keeping before the public 
eye and in straight-forward terms, tell- 
ing what they have to offer. This busi- 
ness did not have its beginning in Rock- 
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ville Center. Before coming to Long 
Island, they each were established in 
the shoe business elsewhere. Edward 
Lutz for fifteen years having been lo- 
cated in the vicinity of Wall Street, 
Manhattan. Here he did a very repu- 
table business. During the war, Mr. 
Lutz covered many of the army camps, 
fitting officers for military boots, and 
during 1917-18, this was his specialty. 
He has fitted Gen. John J. Pershing and 
many another war notable. Telegrams, 
complimenting him on the service and 
quality given, were received from many 
of these important figures, and placed 
in the window of his store on Nassau 
Street. 

Lutz brothers, in passing, are staunch 
supporters of the president’s recovery 
program. And as the country goes on 
fighting the depression through the 
N.R.A., they are fitting people with the 
right kind of shoes—carrying forward 
in the fine spirit of—Service. 





New Athletic Line 


CRAWFORDSVILLE, IND.—Introduction 
of a complete new line of athletic shoes 
with numerous special and patented 
features of design and construction is 
announced by the Ball-Bend Athletic 
Shoe Corporation, newly-organized with 
headquarters here. 

Designed, improved and patented by 
Frank E. Gaines, well-known shoe ex- 
pert of Indianapolis, the new line con- 
sists of golf shoes, baseball shoes, foot- 
ball shoes and other athletic footwear 
of a type never before available. It will 
be known as Frank E. Gaines Ball-Bend 
Shoes and will be placed on the market 
on a nation-wide scale. 

The new company is headed by Mr. 
Gaines and two other Indianapolis and 
Crawfordsville business men of high 
standing—William A. Umphrey and 
Louis Umphrey. Main offices have been 
established at 319 Kennedy Place, 
Crawfordsville, with Mr. Louis Um- 
phrey in charge. 

Ball-Bend Athletic Shoes have several 
entirely new and patented features. 
they are so constructed that they bend 
exactly at the balls of the feet which, 
it is pointed out by Mr. Gaines, is the 
normal and natural place for the bend 
to come. The arch is supported to carry 
the body weight and the shoes are so 
designed and constructed to take 50 per 
cent of the strain from the muscles in 
the feet and legs. 





New Foot Health Store 


DALLAS, TEX.—Ed Evans is in Hous- 
ton opening his third Cantilever Shoe 
Store, to be known as Foot Health 
Headquarters. The Dallas store, lo- 
cated in the Medical Arts Building, is 
supplemented by a store in New Or- 
leans. 





FOOT HEALTH WEEK 
APRIL 2-7 
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POLICE SHOE 


(conforms to Police Department regulations) 


Hours of comfort 
Miles of service...sesees 


Built for all kinds of weather 


IN STOCK 


Made to order at small extra 
rge. 
Sizes 


55 
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13, 14, 15 
13, 14, 15 





10e. PER PR. EXTRA WEST OF DENVER 


AT. 
No. 5 Last 


Made of genuine plump wetehe full grain boarded calf- 
skin, full double sole with 10-iron oak bend outersole, 


“Trade Builder’ 


combination grain leather counter 


pocket and — one width combination last and 
ppo 


steel arch 


“Trade Builders” are great fitters. 


QUICK SERVICE 


et) er We od Co 


ALBANY, N. Y. 

Smith & Herrick Co. 
ATLANTA, GA. 

Gramiing & Collinsworth 
BANGOR, MAINE 

J. M. Arnold Shoe Co. 
BRISTOL, TENN. 

King Bros. Shoe Co. 
CHARLESTON, W. VA. 

W. L. Smith & Co. 
CHICAGO, ILL. 

H. Brandt & Sons 
CHICAGO, ILL. 

Keehn Bros. 

CHICAGO, ILL. 

R. L. Pennington 
CINCINNATI, OHIO 
jadier’s Inc. 

CLEVELAND, O. 

The Whitney-Roth Shoe Co. 
DENVER, COLO. 

The Jos. P Dunn Shoe & Leather Co 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, IOWA 
Merchants’ Supply Co. 
FORT WORTH, TEX 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co 
HUNTINGTON, W. VA. 
The Jeff Newberry Co. 
INDIANAPOLIS, IND. 

E. P. Bayless Shoe Co. 
LEXINGTON, KY 
Ades-Lexington Dry Goods Co. 


M.T.SHAW INC. 


COLDWATER MICHIGAN 


STATIONS 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF 
Stewart-Dawes Shoe Co, Inc 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co. 
NASHVILLE, TENN. 

Nesly, Harwell & Co. 

NEW ORLEANS, LA. 
Duhon, Berry & Vinton, Inc 
NEW YORK, N. Y. 

M..T. Shaw Shoe Co. of New York 
OSHKOSH, WIS. 

H. C. Roenitz Co. 

PEORIA, ILL. 

John Moser & Sons 
PHILADELPHIA, PA 

Bell, Wait & Co., Inc. 
PITTSBURGH, PA. 

Newell & Schneider Co 
SAGINAW, MICH. 

Michigan Shoe Co. 

ST. PAUL, MINN 

Scheffer & Rossum Co. 
SEATTLE, WASH. 
Washington Shoe Co 


SIOUX CITY, IA 
Earl F. Berg 


SPOKANE, WASH. 
The Adams Leather Co. 


SPRINGFIELD, MASS 


M.T.ShawShoeCo.ofNewEngland, Inc. 


TOLEDO, OHIO 
Ainsworth Shoe Co. 
ZANESVILLE, OHIO 
The Biack & Grant Co. 
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Shoe Trees 








QUICK PROFIT ITEM - 50: 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Gentle Squeeze 
Inserts or Removes 
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WHERE TO BUY 
Men’s @& Women's 
Slippers 

























W. 8S. CHASE & SONS, INC., 
HAVERHILL, MASS. 

tn Stock—Mon’s Full Leather Lined 

Handturned Slippers 

Priced from $1.75 
Kid Pullman Slippers 
colors and black with 
Snap Pocket 1.35 
Zipper Pocket $1.50 


KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 


No. 156 Black 
Kid $2.35 


eel 


No. 202 Black 
Kid $2.10 








SEND FOR CATALOG 


VAUGHAN-TOWLE CoO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 





Yancey to Open 


ATLANTA, GA. — Boyce M. Yancey, 
who formerly operated the shoe depart- 
ment of Copely’s, will open a shoe de- 
partment in the near future in the 
space formerly occupied by the Stacy 
Boot Shop, with the Newman and Hol- 
Jey Clothing Company. Mr. Yancey is 
one of the best-known shoe retailers in 
the city. 


Hoffman to Stay 


AUBURN, WASH.—Adopting new store 
policies and planning enlarged Spring 
and Summer business, Sam Hoffman, 
proprietor of the Auburn Bootery, has 
reconsidered his decision to quit, and 
will now remain in business. 
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Schiff Adds Four Units 


CoLuMBus, OHI0—The Schiff Co. an- 
nounce the opening of four additional 
units, which will be opened the latter 
part of February or early in March. 
One will be located at 208 East Main 
street, Columbus, making the third for 
the home city. H. T. Cohn, now assist- 
ant manager of the Columbus North 
High street store, will be manager. 
New units will also be opened at Bloom- 
ington, Ind.; New Castle, Ind., and 
Joliet, Ill. Managers of these stores 
will be announced later. When the 
four units are opened, the chain will 
have 205 stores in operation. 

Sidney Wittenberg, who has been dis- 
trict manager at Cincinnati, Covington, 
and Newport, Ky., has been transferred 
as district manager to Boston, Mass. 
Harry Cohen, formerly manager at Al- 
lentown, Pa., has been made district 
manager at Cincinnati, Covington and 
Newport. Abe Kowalsky, who has been 
district manager at Springfield, Mass., 
has been transferred to Wilkes-Barre, 
Pa., in the same capacity. Syd Hyman, 
who has been manager at Reading, Pa., 
has been transferred to Allentown. 
Robert Goldberg has been made district 
manager at Springfield, Mass. John 
Leady, formerly district manager at 
Waukegan, Iowa, has been transferred 
to Davenport, Iowa. Frank Crown, 
district manager at Davenport, takes 
the place of Mr. Leady at Waukegan. 





DATES TO REMEMBER 
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Volume in Arch Support Shoes 


Los ANGELES, CAL.—The women’s 
shoe department on the main floor in 
Walker’s department store here is 
making a record for itself by selling 
arch support shoes to 80 per cent of its 
customers and a special arch support 
accessory to 60 per cent of its custom- 
ers. Observations made by the writer 
of this article revealed these percent- 
ages. 

These facts are remarkable because 
Walker’s store is known far and wide 
as a promotional department store, de- 
pending upon sales promotional events 
for volume. A department with an in- 
dividualized clientele in an immense 
bargain center marks it as different. 





Featuring Women’s Shoes 


BALTIMORE, Mp.—Another addition 
to the exclusive retail shoe field here 
will be effected about the middle of 
March by the opening of the Olympic 
Shoe Shop at 1107 West Baltimore 
Street. Women’s shoes and hosiery will 
be featured. 
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Payroll Increase 


BrockTon, Mass.—Eight thousand 
piece workers in seventeen local fac- 
tories received a ten per cent increase, 
the week of Feb. 19, following an an- 
nouncement to this effect made by the 
Brotherhood of Allied Craftsmen and 
the Brockton Shoe Manufacturers’ As- 
sociation. 





ACCESSORY NOTE 


Chicago, IIl—‘An entire window given over 
to a display of either hosiery or bags doesn’t 
cut into the interest in shoes of the window 
shopper,” says A. Silverman at |. Miller and 
Sons. “It doesn’t make them forget that there 
are shoes inside. As long as window displays 
have a dramatic appeal, and carry a note of 
human interest, they attract the eye of the 
passers-by and impress them with the fact that 
the store is a live wire and still open for 
business. Hosiery and bag windows not only 
oo these departments but they sell shoes as 
well.” 





Jersey City R.S.D.A. 


JERSEY City, N. J.—Officers of the 
recently formed Jersey City Retail Shoe 
Dealers’ Association are: Irving Troll, 
president; Herman Hollenberg, vice- 
president; Irven Joseph, secretary- 
treasurer and Joseph Jordan, counsel. 

Since the association was organized 
many shoe dealers in other parts of the 
county have asked to join. The meeting 
decided to look into the question of mak- 
ing the association county-wide in its 
scope, and appointed a committee to 
consider the situation. Mr. Hollenberg 
was named chairman. Arnold Jordan, 
L. Liuken and S. Schneiderman were 
named to serve on the committee. 

District leaders were named to super- 
vise a campaign for new members. 





Concentrating on Men’s Shoes 


St. PETERSBURG, FLA. — The Alex- 
ander Shoe Store, of 649 Central Ave- 
nue, has discontinued handling women’s 
shoes. The several lines of men’s foot 
wear which they have been carrying 
for the past eleven years will be con- 
tinued. 

A complete shoe repair department 
has been installed and under the direc- 
tion of A. W. Hilton who has had many 
years’ experience in the work, special 
attention will be given to rebuilding 
shoes for crippled children as well as 
adults. 





Spring Style Show 

CANTON, OHIO—More than 20 retail 
shoe firms will collaborate with a half 
hundred other retail merchants in the 
staging of a spring style show, in con- 
junction with the annual automobile 
show, which opens at Land O Dance 
here. Footwear shops will stress the 
newest in spring footwear on living 
models, who will parade on a specially 
constructed runway in front of the 
band stand. 


























Los Angeles Style Note 


Los ANGELES, CAL.—At the J. W. 
Robinson Company store a spectator 
pump made on a 254 last of white buck 
with a tip and heel trim, the trim in 
serge blue, bright blue, purple tint, and 
green, has been in big demand since the 
middle of February. L. D. Maupin, 
manager and buyer, feels that the de- 
mand for this pump will continue until 
after Easter. Incidentally, this pump 
comes also in white buck with a white 
calf trim, the demand for this all- 
white starting a couple of weeks later 
than the demand for the same pump 
with the colored trim. This particular 
pump has snap added to the design by 
large perforations underlaid with the 
same materials as the trim. 

Another outstanding volume seller is 
an oxford in black, blue, brown and 
gray kid with harmonizing patent 
leather tip and heel trim. It has an 
18-8 boulevard heel, and a general sub- 
stantial look. 


Mr. Maupin finds the demand for 
open-toe sandals increasing, as the sea- 
son advances, rather than diminishing. 
He expects a volume business in the 
open-toe sandals for hostess’ and eve- 
ning wear with smart evening gowns 
and dresses. It no longer is confined to 
beach or pajama wear with the Robin- 
son clientele. 
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EARLY SPORTS SEASON 


Detroit, Mich—Confident prediction of a 
real sports season in men’s shoes was voiced 
this week by Stephen Jay, manager of the 
men’s department at R. H. Fyfe and Co. Sport 
shoes are destined to be sold earlier than usual, 
this season, he says. This may be attributed 
to the early date of Easter in large measure. 
A heavy advertising program in this department 
is already planned. 





Window Smasher 
Makes Business 


WESTON, W. VA.—M. G. Goulet, man- 
ager of the Keystone Shoe Store, lost 
a pair of shoes through a CWA worker 
kicking a hole in the store window and 
walking off with them. Police appre- 
hended the man, but Goulet created 
considerable publicity by covering the 
window with a boarded sign which 
read: “Business as usual. They break 
in for Keystone better values.” The 
incident and signs created considerable 
favorable comment, reports Goulet. 





Houston Store Opens 


Houston, Tex.—The second unit of 
Burt’s shoe store, opened at 607 Main 
street, after some delay because of the 
inability of the contractors to deliver 
the newly remodeled building. 
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Allied Kid Report 


New York, N. Y.—In a report for 
the year ending Dec. 31, 1933, the Al- 
lied Kid Co. shows a net profit of 
$1,002,489 after all charges, equal, 
after preferred dividends, to $4.60 a 
share on 198,925 shares of common 
stock. This compares with a net profit 
in 1932 of $445,687, or $1.66 a common 
share after preferred dividends. Gross 
sales during 1933 totaled $8,092,- 
677, compared with $5,704,374 in 1932 
and $6,916,557 in 1931. Curent assets 
of $4,500,180 as of Dec. 31, 1933, com- 
pared with $3,425,818 a year earlier. 
Current liabilities were $720,344, 
against $153,331. 

President Agoos stated: 

“The company paid its first common 
stock dividend in April, 1933, and since 
then has paid 25 cents a share quarter- 
ly with an extra dividend of 50 cents 
paid in December. Further payment on 
the common stock will of course de- 
pend upon satisfactory earnings.” 





Dixon Returns 


WASHINGTON, D. C.—Guy Dixon has 
once more returned to the capital city, 
this time in the capacity of shoe buyer 
for both the upstairs and basement de- 
partments at The Palais Royal. Mr. 
Dixon was associated with Hahne’s De- 
partment Store of Newark, N. J., prior 
to his present connection. 





PRINCESS 
TASSELS 


» » make smart shoes smarter 
————— | 












—and smarter 
styles sell 
easier! 


So 
tell your manufac- 
turer to ship your 
spring stock with 
Princess Tassels. 
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been happening 
Air Con 


Sales, Inc., 
ville, Indiana. 









itioning. 
Write today to Servel 
Evans- 


We'll be more 
comfortable.’’ 


cAttheact ie THIS SUMMER WITH 


AIK CONOIT 


MR WHEN the weather's hot and stuffy, sweep your store 
with clean, cool mountain-resort climate. Let Servel Air 

we eoce mat Conditioning attract customers in larger numbers . . . 
make them so comfortable they will stay longer, spend more. 
Servel’s latest developments make Air Conditioning prac- 
tical and economical. Installation can now be made quickly, 
simply, without interrupting business. The cost is less than 


UNING 


. and the operating expense probably no greater 


Made 
exclusively 
a a by 
E. E. WELLER Co. jou expect . 
33 Eddy St. Providence, R. 1 than your light bill. 


Step ahead of competition. Get full information about this 
important new factor 
in customer-attrac- 
tion. Find out what's 


in 


SERVEL 
Lakotaday: 
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WHERE TO BUY 


Dancing Shoes and Taps 


6 hE EP 





TAP SLIPPERS 


with Taps 
One strap 1.65 
Black Kid < Ribbon tie 


One strap 1.85 
Patent 
Leather Ribbon tie 


engene SHOE MFG. ‘co. 
Swanson & Ritner Sts. 
mp hiladelphia 

















TAP 
DANCE 
SHOES 
‘J 
In 
BLACK CALF 
PAT. LEATHER Stock 
BER. ; 
- 2° iJ 
$1.55 A-Bee ih 8 


OweENS SHOE Co. 


ame 
28 Goodhue St., Salem, Mass. —— 
ae 








Engelhardt Appointed 


DETROIT, MicH.—N. W. Engelhardt 
was appointed new manager of the 
children’s department on the second 
floor of R. H. Fyfe & Company this 
week. He succeeds E. J. Eden, who 
has resigned. Engelhardt was with the 
men’s department for the past 1U years, 
and before that with a shoe store in 
Hillsdale, Mich. 





OBITUARY 





Richard Craney 


CoLUMBUS, OHIO — Richard Craney, 
aged 63, one of the best known shoe 
travelers in the Middle West and who 
represented the Freeman Shoe Corpora- 
tion of Beloit, Wis., for the past 14 
years, died at his residence in Columbus 
after a short illness from a heart at- 
tack. He was at one time president of 
the Pennsylvania Shoe Travelers’ Asso- 
ciation. He represented a number of 
Columbus factories, among which was 
the Wolfe Bros. Shoe Co. and the for- 
mer C.&E. Shoe Co. He is survived by 
his wife and three sons. 


Gilbert Cox 


ROCHESTER, ‘N. Y.— The many 
friends of “Jim” Cox, veteran traveling 
shoe salesman of Rochester, will sym- 
pathize with him in the death of his 
son, Gilbert, which occurred recently in 
Colorado. The young man had been 
in failing health for some time. 





BOOT AND 


Cutler Stresses “String” 


Cuicaco, Int.—A big poster in Cut- 
ler’s “Island Window” announces: 
“Open season for color—blue, gray, rep- 
tile and string.” 

A large assortment of new models 
in these four suggested colors are dis- 
played on a lot of zig-zag shelves which 
go modernistic in company with the 
background, which shows angles and 
lines and suggests to the eye of the 
window shopper a great sense of ac- 
tivity and movement. A lady seated 
amidst all this excitement gives the 
needed human interest to the window 
and emphasizes the obvious point that 
her bustle and excitement ended in the 
selection of a fashion right shoe which 
she is wearing. “String,” the season’s 
color which is trying to crash through 
the fashion line, has gone into a huddle 
with the other wanted colors with this 
house. 


Increasing in Membership 


DETROIT, MicH.—The Michigan Re- 
tail Shoe Dealers Association is in- 
creasing its membership rapidly, ac- 
cording to President Clyde K. Taylor. 
The association was reorganized Jan. 
16, at Grand Rapids, and 108 members 
were taken in. Since then it has passed 
the 200 mark. Detroit is only partly 
covered, with membership campaign 
more intensive out in the State, under 
the able chairmanship of O. K. Jack- 
son, field secretary. Detroit members 
now number 51. The board of direc- 
tors will meet in Detroit March 13 with 
the Detroit Retail Shoe Dealers in 
their annual meeting. The by-law com- 
mittee met in Lansing this week to 
complete a draft of by-laws to be sub- 
mitted to the association members. 





Novel Window Display 


LouISVILLE, Ky.—The shoe depart- 
ment at Besten & Langen had an ar- 
resting window display to call atten- 
tion to the new leather heels featured 
in this season’s shoes, and one that cost 
nothing yet drove home the idea pre- 
sented. In the center of a group of 
stunning Spring shoes arranged on dis- 
play stands was an ordinary type- 
writer. Running from the type roll 
were a number of white paper tapes at- 
tached to the heels of the shoes with 
the words “leather heels” on a card at 
the end of the tape. 





“FLATS” 


“Flats will be the outstanding feature in 
women’s shoes for the next six months,” says 
Julius Goldberg of O’Connor and Goldberg’s, 
Chicago. 

“Flats” were shown by this house several 
seasons ago and have been gaining in momen- 
tum ever since. This spring they have become 
a head-liner, and are no longer merely an “also 
ran.” 
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Nebraska Shoe Men Meet 


OmAHA, NeEB.—Practical ways and 
means by which shoe retailers may 
profit to the fullest extent from the 
effects of governmental stimulation of 
business in the Middle West were the 
highlights of the annual convention of 
the Nebraska Shoe Retailers Associ- 
ation at Hotel Fontenelle, Feb. 20-21. 
About 60 attended. The association is 
one of the five groups which comprise 
the Federation of Nebraska Retailers. 
Speakers at the two sessions were R. E. 
Sherrington, advertising and promotion 
manager of the Selby Shoe Co., Ports- 
mouth, Ohio, and J. J. Scott, mer- 
chants’ service department of the In- 
ternational Shoe Co., St. Louis. 





FRED N. WELLS 


Fred N. Wells, vice-president and 
general manager of the Wells, Frost & 
Co., Lincoln, was elected president, suc- 
ceeding A. L. Anderson of Wahoo. 
Chairman Wells expressed great satis- 
faction at the success of the conven- 
tion, asserting that he got ideas “worth 
actual dollars and cents to me in my 


business.” 
The program for the two days was. 


as follows: 


Tuesday Morning, Feb. " 
Palm Room 0:00 A.M. 
Retail Sales and Promotion, R- oh Sher- 
rington. 
Call to Order—President A. L. Anderson. 
ines Convention Chairman, Fred 
els 
Discussion, Operating Under the NRA. 
Luncheon, Ballroom 12:00 N. 


Wednesday Morning, Feb. 21 

Palm Room 10:00 A.M. 
Call to nae zeneent A. L. Anderson. 
Chairman Fred N. Well, presiding. 
Building _— Roads to Profit Through the 

NRA.—J. J. Scott. 
Discussion 
Election of the President of the Aaneintien 
Luncheon, Ballroom 0 N. 
Speech by Governor Bryan. 

















FOOT HEALTH WEEK 
APRIL 2-7 
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Week’s Price Trend 


WASHINGTON, D. C.— “Wholesale 
prices continued their upward move- 
ment and registered the eighth con- 
secutive weekly advance,” according to 
an announcement made today (Thurs- 
day) by Commissioner Lubin, of the 
Bureau of Labor Statistics, of the U. S. 
Department of Labor. “The past 
week’s rise of one-half of 1 per cent,” 
Mr. Lubin said, “placed the index num- 
ber at 73.7 per cent of the 1926 aver- 
age as compared with 73.3 per cent for 
the week ending Feb. 10. The increase 
was due largely to further advances in 
the market prices of farm products, 
foods and building materials. The spe- 
cial group of ‘all commodities other 
than farm products and foods’ remained 
at the level of the week before, showing 
no change for the past three weeks. 

“Of the 10 major groups of items 
covered by the Bureau six showed an 
increase, two, hides and leather prod- 
ucts, fuel and lighting materials, 
showed a fractional decrease. The 
metals and metal products and house- 
furnishing goods groups remained at 
the level of the week before.” 





Thompson Named Buyer 


DALLAS, TEx.—E. F. Thompson, for- 
merly assistant buyer of house slippers 
for A. Harris & Co., has been named 
buyer of all shoes for the basement of 
A. Harris & Co. 


March 3, 








1934 








NATIONAL 





USE THIS POSTER 


Merchants will do well to use this effective 
poster which is suitable for window and in- 
terior display. Your store should not fail to 
be identified with this nation-wide observance 
of “Foot Health Week”; a promotional cam- 
pain that means both dollars and cents, and 
the furtherance of a high ideal in shoe service. 
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Reports Good Profit 


Boston, Mass.—In his annual report 
to the stockholders of the National 
Leather Company, President Albert F. 
Hunt reports a net profit for the year 
1938 of $1,337,672.41. The material 
advance in leather prices which began 
during the second quarter of the year, 
plus the largely increased demand for 
the company’s leathers, are cited as the 
two major contributing causes. 


“The amount of finished leather held 
in inventory by the leather industry as 
a whole,” he says, “shows substantial 
reduction, and, if kept in reasonable 
balance with demand, should be helpful 
in minimizing the severe losses previ- 
ously experienced from declining mar- 
kets.” 

All departments of the business were 
on a profitable basis for the year. 


New Wholesale Firm 


NEw York, N. Y.—The Madison Shoe 
Co., Inc., a new wholesale firm, was 
formally opened with headquarters at 
153 Duane Street. This company car- 
ries a full line of infants,’ children’s, 
misses’ and growing girls’ novelty foot- 
wear. The officers of the new company 
are Morris Lesser, for 21 years credit 
and office manager of Concord Shoe 
Company; Dave Meyer, formerly well 
known in the retail shoe business, and 
Ben Pasternak, sales representative for 
Concord Shoe Company for the past 15 





years. 









a 
WHEN YOU 
COME TO READING 


you will be delighted to visit the many 
spots of historic interest in this famous 
industrial centre. 


Make your headquarters at 
this Modern, Fireproof Hotel 


300 ROOMS 
RATES: $2.00 to $3.50 


Restaurant and Coffee Shop 
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UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 


‘De! 
TO $3.50 SINGLE 


600 LARGE, CHEERFUL ROOMS 


TO $5.00 DOUBLE 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 








MARTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 


10% 


Selling is Through 
WINDOW 





IF the shoes in your windows 
could only say aloud: 


“This is a fine store . . . always courteous service. The cus- 

tomer’s needs receive concentrated attention. The merchant 
selling me is giving you wonderful value for each dollar you 
spend.” 
RECORDER WINDOW DISPLAY CARDS give “silent” shoes 
in the windows a voice on behalf of the merchant. Make your 
merchandise attractive in display—use Recorder cards for 
color and to talk YOUR store service—and your business will 
improve. 





You can’t contact the window shoppers outside, but you can 
GUIDE their thinking. Appeal to them on a basis of service, 
quality, personal satisfaction. 


Recorder cards are designed and written exclusively for shoe 
merchants. Double the value of your window displays with 
hand-lettered selling messages on colorful, artistic, die-cut 
show cards. 











Tones of lavender—effective 
for Easter and Spring. 


ALSO, for March and Easter, 
a white card, design of yellow 
bunnies & lavender eggs. 


| Size: 8x14" 


COMPLETE TEXTS 
sent on request 


4 cards—Women’s Shees 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On Store Service, 
Fitting, Quality, Ete. 

Single Cards: 60¢ each 

Without Text: 35¢ each 


Modernistic price 
ticket—lavender & 
purple tones. 


ALSO _ in-stock — an 
Easter ticket, lily de- 
sign-white and purple 
coloring. 

To non-show card sub- 


scribers at prices listed 
below. 








Samples will be sent on request 












































dejies ce bod Dae oe bol” ST'peiat Wise TEL TS co gangs una 
‘ a Orange. Yellew. No... ~ 
nena - 
Attractive Hand Lettered Price Tickets o>? Sue 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK a 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 


WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: 1% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25; 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 























When writing advertisers please mention Boot-and Shoe Recorder 
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DO YOU WANT 


SIX TIMES MORE PEOPLE 
TO STOP AT YOUR WINDOW? 


IF INTERESTED, WE WILL TELL YOU HOW! 





Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month's 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre 
ferred to blanks; harmonizing tickets, with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- 
nished gold— 
three color trim. 


These modernistic 
holders take any 
size card. Th 
harmonise wi 
the finest of win 
dow display fix- 
tures. 








Merchants Service Dept. 
BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Ill. 


Select the Service You 
Mail Coupon—See Sales 


SERVICE NO. 1—$5.00 monthly: 


12 display cards... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 


8 display cards ... 4 holders .. . 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 


6 display cards . . . 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 





4 display cards . . . 2 holders... 
50 blank harmonizing price tickets 


COUPON 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, III. 


Please enter our order for the Recorder “Selling Mes- 
sage,” beginning with February, for card service 


INQ cose eea > for one year, consisting of........ card 
holders (with the first month’s service), ......... cards 
SHG. <6 o:0:0 blank tickets each month—OR—........ 
IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $........ per year, payable $........ 


per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 





Wish— 
Jump ! 


ee rerrcrcere 





When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





a 


9 




















SALESMEN WANTED 


LINE WANTED 


WANTED TO PURCHASE 








SALESMANAGER WANTED 


To build up sales force. Wholesale 
shoe house. State experience and 
references. 
Address D-655, care 
BOOT & SHOE RECORDER 
239 West 39th St., New York, N. Y. 











SALESMEN wanted for short snappy line of 
men’s $5 retailers, Brockton made. Give full 
information in first letter. A. Freedman & 


s, Inc., Brockton, Mass. 





ELL known shoe polish manufacturer de- 

sires salesmen in various states—excellent 
opportunity—permanent—Apply by letter only, 
room 1002, 43 West 16th St., New York. 





WANTED a line of women’s moderate priced 
styled shoes to carry in connection with 
misses’ and children’s line in middle west terri- 
tory. Best of references. Address D-656, care 
Boot & Shoe Recorder, 209 South State St., 
Chicago, III. 








BUSINESS OPPORTUNITY 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn bi 
income in service fees. A new system 0: 
foot correction: readily learned by any 
one at home in a few weeks. E terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 





POSITION WANTED 








VAILABLE at once Retail Shoe salesman 

and window trimmer. Age twenty-five, 
married. Seven years’ experience in selling 
shoes. Will go anywhere, West preferred. 
R. Carnes, 736 No. St. Joe, Hastings, Neb. 





[N shoe dept. Minn. or Northern Iowa. 7 yrs. 
retail experience, age 25. Training in Dr. 
Scholls Foot Comfort Service and Shoe fitting 
course at Chicago, also Minneapolis Business 
College. Address D-657, care Boot & Shoe 
a Seamed 239 West 39th Street, New York, 








FOR SALE 


FOR SALE: One of. the finest equipped and 
best located shoe stores outside the loop. 
Caters to better class trade. Will sell fixtures 
separately or with stock. Lester Boot Shops, 
Inc., 1141 E. 63rd Street, Chicago, Ill. 











FOR RENT 


LADIES WEAR accessory store; establ. trade; 
has 44x23 space; second best location; splendid 
prospect for medium price shoes. Address 
French, 10300 Euclid, Cleveland. 





HOTELS 












~ JUST WEST of BWAY 


NEW YORK 


1000 ROOMS...EACH WITH RADIO 
BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


RopuS $9350 Sates £600 














WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 


—BUY FOR CASH— 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 














Move Branch Office 


Peters Shoe Co. have moved into 
new offices at 602 Griswold Building, 
Detroit. 

James Schor, who has been in the De- 
troit shoe field for sixteen years, is tak- 
ing over the representation of Glass- 
Fitzgerald Shoe Company as wholesale 
representative. Offices were opened at 
605 Griswold Building. 

Schor is handling a complete line of 
women’s novelty shoes. Opening con- 
tacts with Michigan stores have found 
very favorable business conditions gen- 
erally, he says. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 
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MERCHANTS’ NEEDS 


HOTELS 


HOTELS 





SHOE STRETCHER 
VAMP RAISER and LENGTHENER 


Should be in every shoe store. Relieves 
and permanently corrects tight-fitting 
shoes. Raises vamp from throat to tip. 
Lengthens too short shoes. Made of 
best grade of cold rolled steel, nickel 
plated. For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or 
send your order direct to us. 
with. 3 sizes 


$5.00 COMPLETE “"h i. 
NU-WAY SHOE STRETCHER CO. 


4367 Duncan Ave St. Louis 














HOTELS 





uv St. Louts tts 


mn Hotel 


81H & ST. CHARLE 


91H & WASHINGTON 


$250 


andup 























The Piccadilly is “close to everything.” 
per cent of your calls are within a few minutes’ 
radius of this new hotel, and its short-cut loca- 
tion will save time (and taxi fare) in covering 
the town. 


This ‘short-cut’ location 
saves Time and Money 
in New York... 


Ninety 


And when you need relaxation, you are right 


in the center of theatres and amusements. . 
say nothing of the Piccadilly’s own “Silver 
Lining” Cocktail Room Perfect. 
ner and supper, with dancing in the Georgian 
Room, for one dollar! 


RATES FROM 


*2.50 


to 


De luxe din- 


The Treasurer himself will applaud your keen 


sense of values in choosing this hotel, where 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


comfortable rooms and delicious meals are 
bargains. 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 








STOP IN PHILADELPHIA 


—— 
HOTEL PENNSYLVANIA 


ZOIMHECHESTNUT STS. 


A ROOM AND A BATH $250 


WEEKLY 15.29 MONTHLY S402 


600 ROOMS 600BATHS 
UNRESTRICTED PARKING 


DANZEL CRAWFORD IR. Gt. 











Increased Their Hosiery Sales 


BIRMINGHAM, ALA.— The women’s 
shoe department of the Burger-Phillips 
store accounts for 10 to 15 per cent of 
sales in the hosiery department under 
a new arrangement of departments re- 
cently put into effect. The two depart- 
ments are now side by side, where they 
were formerly widely separated, al- 
though both on the first floor. 

Under the new arrangement a hosi- 
ery counter actually extends over into 
the shoe department and a hosiery sales 
person spends most of her time on that 
side. While shoes are being wrapped 
she has opportunity to approach the 
customer on the subject of hosiery. A 





MERCHANTS’ NEEDS 








New /mproved . 


Pouy Cup 
for Price Tickets 
84.00 82.25 a 
Gross half gross 
Tilts at any angle 
M. D. POLLINGER CO. Holland Bidg., St. Louls, Me. 











surprising number don’t mind taking 
advantage of the opportunity to look 
over the hosiery and a good percentage 
actually makes purchases. 

The store followed the practice of 
paying shoe salesmen a small percent- 
age on customers steered into the hosi- 
ery .department, but the plan didn’t 
work very well since the departments 
were separated and the salesman was 
more absorbed in the next shoe custom- 
er than in escorting some one into an- 
other department. The commission was 
discontinued and hosiery sales to shoe 
customers fell off still further. 

It was then that the plan of putting 
the two departments side by side was 
hit upon. Customers seem to like this 
arrangement, as they often find it con- 
venient in matching up shoes and 
hosiery. 

By this set-up the store gets the 
hosiery business of the woman who 
leaves off buying until the last minute 
and then rushes into the nearest place 
and stocks up. 





























1. 
Otte With Vulcan 


PORTSMOUTH, OHIO—Chas. W. Otte, 
Jr., has become associated with the 
Vulcan Corporation in the capacity of 
production engineer, according to an 
announcement from Vulcan’s head of- 
fice, by Col. A. L. Mercer, president. 
Mr. Otte, who holds a degree in me- 
chanical engineering, was formerly con- 
nected with the Delco Light and Frigid- 
aire units of General Motors Corpo- 
ration, Dayton, Ohio, and more recent- 
ly served as assistant to the superin- 
tendent in charge of production for the 
American Tool Works Company of 
Cincinnati, Ohio. 


Appointed Buyer 


BurraLo, N. Y.—Fred R. Bruesing 
has been appointed buyer of women’s 
shoes for the three department stores 
of E. W. Edwards & Son in Syracuse, 
Rochester and Buffalo, it was an- 
nounced by Edward L. Hengerer, presi- 
dent. He succeeds Robert Howard, who 
has resigned. Mr. Bruesing formerly 
was shoe buyer for Stewart & Co., of 
Baltimore, one of the units of the As- 
sociated Dry Goods Corp., of New York. 


Reopens 


BIRMINGHAM, ALA.—The Vanity Boot 
Shop has located in Birmingham at 
1919 Third Avenue, North, after being 
closed for a year. J. B. Toronto, who 
opened the first Vanity store in Bir- 
mingham several years ago, is manager. 
Fifteen sales people have been em- 
ployed. The store is in the location 
formerly occupied by the College Slip- 
per Shop. 


Shoe Store Repair Shop 


MONTGOMERY, ALA.—The Britt-Wise 
Shoe Company of Montgomery has op- 
ened a shoe repair shop. Latest ma- 
chinery has been installed, and Mr. 
Britt feels that the shop will enable the 
store to be of greater service to cus- 
tomers. 
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Nudelmans Start Store 


PORTLAND, ORE.—Portland’s newest 
shoe store is the Reliable Shoe Store. 
Mac and Manny Nudelman, proprietors 
of this new shoe store, staged a spec- 
tacular “Open House,” and made their 
merchandising debut with a _ large 
Trade-In Sale. They offered Portland- 
ers a dollar a pair for bringing in their 
old and worn-out footgear. 

A cilub-like atmosphere has been 
created, because the Nudelmen cater 
to men and boys. They feature the 
Florsheim dress shoes, the Bergmann 
outdoor shoes and union-made shoes. 
Don Leavens, a foot specialist, gives 
his services to those requiring more 
specialized fitting. 


Buys Building 

MARIANNA, ARK.—The management 
of Garrett’s Shoe Store has recently 
purchased a building into which they 
will move in the near future. A new, 
modern, five-unit front is at present 
being installed. Garrett’s is the only 
exclusive shoe store in eastern Arkan- 
sas carrying a complete line of shoes 
in all widths and sizes featuring hosi- 
ery to match. The store has been in its 
present location for 10 years. 


Recently Incorporated 


CLEVELAND, OHIO — The Saltzman 
Shoe Co., of 5419 Woodland Avenue, has 
been incorporated with a capital of 250 
shares of no par stock to operate a shoe 
store and deal in hosiery. Incorporators 
are Lillian Klein, Joseph C. Ehrlich 
and Edna Ellis. 


Market Bootery Opens 


PORTLAND, ORE.—With the opening 
of Portland’s new million dollar mar- 
ket, Harry L. Potter, well-known shoe- 
man also opened his new shoe head- 
quarters there under the name of Mar- 
ket Bootery. Star-Brownbilt and J. W. 
Carter brands at popular prices will be 
handled. 


Cohen at Stewart’s 


WASHINGTON, D. C.—Formerly with 
the Hecht Co., Ben Cohen has now 
taken over the management of the 
lower-priced shoe department at 
Stewart’s. 





When writing advertisers please mention Boot and Shoe Recorder 

















